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A Fork Handle That Won't 
BREAK — Yet is FULL OF ACTION 
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The ONLY Shovel with 
a BACKBONE / 
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Light, Fast Garden Tools in a 
Class by Themselves for BEAUTY! 
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ever. big volume, full mark-up. Blue handles and 
gold trim match eye appeal with popular price appea! 





And Every Tool We Make 
RENEWABLE for LONGER LIFE 


Every tool we GRRE TIS 
make is per- UNION PORK & HOE Co. 5B34 
__.70 REPAIR CORRECTLY USE 


Every Right mypyntmresen peer romnree oem zeae 


Repair Handle : 
we make is eee ren Nee eS 


permanently 
marked like 
this. 


RIGHT REPAIR HANDLES 
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The BOSS Line of kerosene stoves and 
ranges for 1940 offers better ‘values and 
profits. 


Many BOSS Dealers have established them- 
selves in a single season as leading oil stove 
distributors in their localities. BOSS offers 
a similar opportunity to other hardware 
Dealers who are interested in developing 
volume business in this expanding market. 


Sizes and models to satisfy every customer: 
Table-top, Console and Cabinet, Lower- 
priced Open Models, with— 

“Top-Speed" Long Chimney, wick type burners 
“Blu-Hot" Adjustable, wickless type burners 
"Swift" Valve Control, wickless type burners 
“Prize” Needle-valve, wickless type burners 


Write today for catalog. 
THE HUENEFELD CO. - Cincinnati, Ohio 
BOSS STOVES - RANGES - OVENS 
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Take the Royal Road to Profits 


ROYAL ROLLATOR REFRIGERATION 


Here’s the refrigerator 


top 0 Po 


space gate 


in which 
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To the women looking for today’s best buy, 
Norge dealers can say: “Help yourself to an 
extra shelf . . . at no extra cost.”” By offering 
extra food capacity without extra size, Norge 
dealers have a buying appeal that registers 
immediately with women. 


And, then, the 





To refrigerate this extra capacity, Norge pro- 
vides the famous Rollator Cold-Maker . . . so 
widely imitated . . . but only in part, because 
here is the only Rollator unit permanently oiled 
and sealed for long, trouble-free life . . . the only 
domestic unit refrigerant cooled for easy going 
under heaviest loads in hottest weather. 


A Norge for every Customer... 


There’s a Rollator-powered Norge for taking the Royal Road to Profits with 

every home ... the right size at the right Norge in 1940. You, too, are invited to ‘ae, ° 
ery eee Se = Write today for details! 

price. Yet, the Norge line is a simple one join with Norge . . . provided, of course, 

to stock ... and its new appeals make ita there is still an opening in your com- 

fast one to move. Because of all the great munity. Why not write today for com- ~- —___——1940 

features Norge has combined to create plete information while there is still time NORGE DIVISION BORG-WARNER CORP. 

670 E. WOODBRIDGE, DETROIT, MICH. 


unusual salability, many new dealers are to get lined up fora profitable new season? 
/ Please give me details of the new Norge line, the 
merchandising and financing plans and the greater 


NORGE DIVISION BORG-WARNER CORPORATION, DETROIT, MICH. | myrchindising and financing plans and the 
In Canada: CANADIAN RADIO CORPORATION, FLEET STREET, TORONTO 
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The statement that MEMCO Vitreous Enamelware is the finest . Hols 
that is made is not a “trite” advertising claim. It is backed up ree 
by solid and undeniable facts. Naturally, it costs more than ioe 
popular priced enamelware . . . but housewives, once they re 
know the facts, will gladly pay the higher price. You make jt 3 
more money on this quality of product, and the sale of one or ra 
two pieces of MEMCO invariably leads to the sale of the |i 
complete line. ; 
THE MOORE ENAMELING & MFG. CO. rthe 
DEPARTMENT 240-3 - WEST LAFAYETTE, OHIO ~ 
Tested And Approved By Good Housekeeping institute 
BUY MOORE...SELL MOORE ENAMELWARE a 
/ 
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Milwaukee, Wisconsin U.S.A. 














AN IDEAL Bult iT... YOU ARE PART OF IT... 


It took more than America’s finest padlock values to 
build this great new plant! It took more than advanced 
lock engineering ... more than top grade materials, ma- 
chined to one-thousandth-of-an-inch accuracy . . . more 
than rigid inspection that tolerates no compromise with 
quality, regardless of how small the price of the padlock! 
Not one of these, nor all combined, could have done 
it alone. 

The success of the Master Lock Conffigpy, from its 
very inception, has been due equally < 


efforts of independent hardware jobbe 


much to the 
land dealers 


¢ 


everywhere. The determination to build oply products 


that would honor the Master namg ould have 
achieved no great success without you 


Master policies and your preference for 
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Master Lock Company decided at the start that through 
the efficiency of jobber distribution lies the path of 
progress for all engaged in the hardware trade. Thus 
its activities always have been inseparably linked with 


the welfare of the independent trade. 


Years ago Master realized, too, that it could not ask 
for the goodwill of its customers unless it also had 
the goodwill of its own employees. As a result, this 
organization employs no piece-workers . . . but 
instead, lock specialists, vitally interested in building 


“products with honor”. 


So, to those loyal team-mates . . . jobbers, dealers and 


this new MASTER home is proudly 
and gratefully dedicated. 


employees .. . 
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No. 654-6" CRESTOLOY PLIER-$1.50 


‘ — <e- 


Crescent manufactures two distinct lines of pliers eet 





—each comprising a wide variety of popular and No. 23-17” CRESTOLOY PLIER-51.50 
many special patterns. 
*‘Crestoloy”’ Pliers have established an entirely ce a 
new standard of tool excellence. These fine pliers, The We 
with their lighter, trimmer lines, are forged from tiene 
Crescent’s own special steel. They are individually No. 942-6’ CRESTOLOY PLIER-$1.75 without 
tested and tagged. No finer pliers are produced beneath 
commercially. Gy | splined 
**Crescent”’ Pliers, drop-forged from a special-analy- ' Se — 
sis steel, are carefully machined and represent a ous yeclntetn en bene “ 
high grade of workmanship. They are available in a 
H variety of slip-joint and miscellaneous types. Cor 
to § 
Both lines are fully guaranteed. tive 
fast 
| CRESCENT TOOL CO., JAMESTOWN, N. Y. tD-0" CORSTOLOY MOORES hon 
fas 
| nev 


CRESCENT went’ TOOLS 
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THESE FASTENINGS MAKE A 





The new Stay-On Lock Nut keeps assemblies tight 
which are subject to severe vibration. Slotted crown 
section, eliptical in shape after heat treatment, 
grips bolt thread like a vise. One-piece design. 
Can be used repeatedly. 





Dardelet Rivet Bolts supplant rivets in structural 
steel assemblies. Bolt and nut have patented 
Dardelet Thread Lock. Nut spins on and locks when 
tightened. No forge or compressed air necessary— 
just a maul and a wrench needed for application. 





The Weather-tight Bolt is for wood construction. 
Head of this bolt sets flush with surface of wood 
without counter-boring. Prevents moisture seepage 
beneath head and from nut end as well. Tapered 
splined shanks prevent turning when nut is applied. 


@ With this advertisement The Lamson & Sessions 
Company begins a service to the trade intended 
to supplement the personal calls of our representa- 
tives. It is a method of acquainting you with certain 
fastenings developed during the recent past which 
have real significance to your business. Some are old 
fastenings with improvements. Others are entirely 
new. All are part of the most complete line of bolt 





Twin Thread Lag Bolts penetrate wood twice as fast 
as old-style single thread lag bolts. Hold tighter; 
self-centering; long tapered point permits starting 
by hand. And they sell at standard lag bolt prices. 


and nut products made in this country—by Lamson & 
Sessions. Ask for samples of any of these fastenings 
which interest you and we will gladly place them on 
your desk with quotations on any quantities you might 


consider using. Plants at Cleveland and Kent, 
Ohio; Chicago and Birmingham—maintain ade- 
quate warehouse stocks for your prompt service. 


THE LAMSON & SESSIONS CO., Cleveland, Ohio 
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LAMSON & SESSIONS 
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A DYNAMIC 1940 LINE 
SENSATIONAL ‘KIT PLAN’ 
DIRECT-TO-DEALER POLICY 
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“THERE'S REAL MONEY IN 
THIS ‘KIT PLAN’,” says DEALER A 


“I buy in carload lots and -earn quantity dis- 

counts. NOW I can buy the SIZES I KNOW 

I can sell. I add kits to make the MODELS 

my prospects want! I save on warehousing 

and handling. Man, this ‘Kit Plan’ not only 

solves my toughest problems, but puts EXTRA 
- profits in my pocket!" 








“THE GALE ‘KIT PLAN’ LOOKS 
GOOD TO MEI” says DEALER B 


“1 sell 50 to 100 refrigerators a year. Now I 
can safely buy in larger quantities and KNOW 
I won't be stuck with slow models. I can show 
a full line and make money on eyery refrigera- 
tor I sell. This ‘Kit Plan’ solves MY problems!” 
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“THE GALE ‘KIT PLAN’ 
SELLS MORE FOR ME.” 
says DEALER C 


“Folks call me a ‘small’ dealer. But 
now I can really sell refrigerators. 
I show prospects a complete line, 
without tying up lots of money. Why, 
I can show FOUR refrigerators for 
only 50% more than ONE usually 
costs! The Gale ‘Kit Plan’ is the 


first program to really consider me! 
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Clip this coupon to your letterhead! 


GALE Products 
1623 Monmouth Bivd., Galesburg, Illinois 


gyn Without obligation, send me full details 


of the GALE line, the sensational KIT PLAN and 
your dealer proposition. 
ADDRESS... MLDS AMS CRO T O OMA D 
Si ON Reais aac CRA ARERR ore: STATE... 
BY aie ta paeuine?. TEE Liiiisn sp Siecositin 











, ff TIES IN WITH 

il @ WALT DISNEY’S 

SMASH-HIT MOVIE TO MAKE 
YOU A PILE OF MONEY! 
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Pinocchio = 7 E BLADES 
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ea Lion Another Pinocchio Window Tie Up That Puts Cash In Your Pocket 





You make big profits when you link your store with this 
Pinocchio promotion. And here’s a sure 
way to do it. Paste the above streamer .. . 
packed with every carton containing 
Gillette Blue Blades and Pinocchio masks 

. in your window. “Tell the world” you 
have the masks every child wants. 


la oad 


W; 
: v 
~ 
g; 
Color Advertising In Sunday Comic 


Newspaper Sections Carries The Big Story To Millions! 
Gillette backs Pinocchio publicity appearing in practically 
every newspaper and magazine in the country with full- 
color advertisements in 49 big Sunday newspapers having a 
total circulation of 16,288,500. You know this means big 
business for you . . . so order your Pinocchio deals now. 


Y 


Special Counter Merchandising Card Makes 
One Extra Sale After Another. Gillette Blue 
Blades 5’s and 10’s are mounted on this 
hard-hitting, full-color counter merchan- 
dise card that advertises the Pinocchio deal, 
boosts blade sales and makes you big extra 
profits. Fill out the coupon on next page 
and order your Pinocchio deals at once. 
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This Sensational Premium Offer Starts A 
Parade Of Children And Parents To Your Store! 


Ow ... right when everyone is talking 
Pinocchio and children are clamoring 
to see this smash-hit movie . . . Gillette an- 
nounces a sure-fire consumer deal . . . Pin- 
occhio masks free with Gillette Blue Blades. 
The picture is a rage. Desire for Pinocchio 
novelties is at white heat. Children and par- 
ents alike will flock in to buy. You'll sell 
Gillette Blades as you’ve never sold them 
before because children can’t wait to own 
these fun-making masks. 


Gillette supplies everything you need! 

window display no child can pass. Arrest- 
ing window streamers. Merchandise cards 
that really sell. More than this. . . full color 
advertising in the Sunday Comic Sections 
of principal newspapers. So mail the cou- 
pon at right. Make one profitable sale after 
another while Pinocchio is big news! 
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Arresting, Full-Color 
WindowDisplay Capitalizing 
Pinocchio Interest .. . Brings 
‘Em a Kids will flock 
in... and bring their par- 
ents ... when you put this 
brilliant display in your 
window. There are three 
smashing pieces... all 
free. Get yours now. Fast 
action means extra profits. 


MAIL THIS COUPON 











FR cuer SAFETY RAZOR CO., BOSTON, MASS. 
Ship me... cartons Gillette Blue Blades 5’s and... cartons 










Gillette Blue Blades 10’s (at the regular price, $3. 68 per car- 
ton) with Pinocchio masks, window streamer, and counter 
merchandise cards included. Ship them through my 
wholesaler. 


(€) Also send special Pinocchio window display. 


Name — 





Street. 











City _ State. 


Wholesaler 
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Seg jpRacon TAPES 


PANTHER cred e 
DRAGON TAPES 


HARDWARE 
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ae. ~ , THE OKONITE COMPANY 
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~ DRAGON i 
: Panther and Dragon Friction Tapes are 


packed in attractive yellow and black boxes 
with a red card calling attention to Hardware 


Open House. 

The Number 1 display carton contains 32 
rolls while the Number 2 has 16. 

These attractively packaged rolls of tape, if 
displayed on counters or in dealer’s windows 
are sure to increase sales. 

Why let dealers in other fields monopolize 
this business. Get your share with Panther 
and Dragon Tapes. 
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GIVE SWIFT NEW hh FE 


70 VOUR PAINT SALES / 


Both dealers and customers are talking about Kyanize Paint Products — the line for 
Style plus LIFE. But this has always been so. Long ago folks marveled and sales steadied 
at a new high when Kyanize won fame as the finish that was self-smoothing. 


Now this new effective and exclusive merchandising feature — LIFE — makes Kyanize 
the lifeline for consistent profits. 


In 1940 national advertising, the new Kyanize facts of life will be driven home to paint 
buyers everywhere. For point-of-sale tie-up, dealers can count on double barreled direct 
mail material and dynamic life-like displays. 


Sound thinking businessmen will see at once the profit possibilities in the aggressive 
Kyanize sales policies. Fill in and mail the coupon below for complete information. 


BOSTON VARNISH COMPANY 


Everett Station, Boston, Mass. 


vont 












Just a few pieces from 
the wealth of sales helps 
Kyanize offers dealers. 
Here are luxurious window 
and counter displays, de- 
luxe booklets and smart 
envelope stuffers for 
regular monthly mailings. 
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Ms, Deter: Se 


” d Gentlemen: ; 
Please send full particulars on the sound profit making features of Kyanize . 
DEALER 


BOSTON VARNISH COMPANY, Everett Station, Boston, Massachusetts 
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All popular sellers. 






FEBRUARY 8, 1940 



















Model 181-ST 
$6950 


Solid Rubber Tires 





Model 218-ST 
$7750 


Solid Rubber Tires 






















Model 421-ST 
$ 9750 


Solid Rubber Tires 


OR ee 


Model 421-PT 
$9550 


Goodyear 
Pneumatic Tires 


















STEARNS 





POWER LAWN MOWERS 


Show An Exceptional 


Sales Record 


record of consistent sales growth than 
that of Stearns Power Lawn Mowers. 
These simple, practical units have 
brought greatly increased profits to 
many hardware retailers. Don't let this 
year pass without getting your share of 
Stearns sales and profits. 





12 MODELS 
Eight Wheel-Drive Four Roll-Drive 
All Reasonably Priced, Starting at 


$69.50 





All Stearns Power Lawn Mowers are depend- 
able items of merchandise, designed and built 
especially for distribution through the hard- 
ware trade. They are simple and easy to start 
and to operate, entirely free from tricky and 
complicated mechanism, and—they are sup- 
ported by national advertising in leading 
home magazines. 


All models are equipped with Briggs & Strat- 
ton engines and with solid rubber tires on 
drive wheels, drive rollers and casters. At 
moderate extra cost, all wheel-drive models 
can be supplied equipped with Goodyear 
pneumatic tires. Representative models and 
prices are shown here. 


Ask Your Jobber or Write Us 
for Catalog No. A2 


E. C. STEARNS & CO. 


SYRACUSE Estab. 1864 NEW YORK 





It would be difficult to find a better 


Model 22-H 










Model 318-ST 
$9 450 


Solid Rubber Tires 














Model 321-PT 
$49950 


Goodyear Pneumatic Tires 

















Model 124-PT 
$4920 


Goodyear 
Pneumatic Tires 
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Introduced by Boss in 1939, these bright color- 






ful display containers have already proved that 






a 


they make work gloves easy to buy—easy to sell! 






All you do is open the box, display in your store, 






and listen to that cash register jingle! Your choice 






of 16 best selling numbers in the famous Boss line 






in this special display packing. Ask your wholesaler 





or write for full details. 








COUNTER DISPLAY FIXTURE 


You get 3 dozen pairs of fast-selling Boss Canton Flannel 
Gloves worth $6.00 retail with this stunning natural- 
grained wood fixture. Streamlined and modern in design 




















with luxurious natural wood finish to harmonize with the 
finest store equipment. Display and 3 dozen gloves cost 
only $6.00 and you get back your full $6.00 from the sale 
of the gloves! Dress up your store with this fine fixture 
and watch your glove sales sky-rocket! Ask your wholesaler 
for Boss Display No. 100 or write for full details. 








BOSS BUREAU OF STANDARDS NOW 
»MATERIAL S 


Certifies * CONSTRUCTION 
WORKMANSHIP 


* 


Quality doesn’t happen—even at Boss! And now after 50 years of 
being the quality leader in the work glove field, Boss pioneers again 
organization and daily operation of its Bureau of Standards! For Boss alone gives you and your 





—makes quality even more certain than ever before through the 


customers absolute assurance of top value in work gloves by placing a certificate in every glove 
and the official seal of the Boss Bureau of Standards on every Boss glove label. 





EVERY DOOR OPENS 
THE WAY TO NEW 


LOCK PROFITS § 








Every Best Lock and Latch is 
equipped with the exclusive Best 
Interchangeable Core which can 
be changed in 10 seconds... giv- 
ing new lock security without 
new lock expense. This will make 
sales, and profits, for you. 








Push BEST LOCKS...with BEST Interchangeable Cores 


THERE ARE DOLLARS FOR DEALERS 
IN THIS DIAGRAM 


This photo-diagram shows that when 
Best Lock changes have to be made, it 
isn't a laborious, costly job. A private 
Control Key (A) quickly removes 
Interchangeable Core (B) from hous- 
ing (C). It is replaced by another Core 
of different combination. Removed 
Core is recombinated for use else- 
where. Safety Set Screw (D) is encased 
in metal, deep inside the housing. It 
cannot be tampered with. 


This exclusive feature means multiple 
sales on new and replacement lock jobs! 


Why be satisfied with the profit on ONE “spur-of-the-moment” 
lock sale when, with a few seconds of easy selling, you can profit 
from FIVE or TEN sales... or more! How? When a customer buys 
a Best Padlock, for example, show him how his padlock core is 
instantly interchangeable with the core of any other type or size of 
Best Lock. That saves him money when locks must be changed... 
gives flexibility he’s been looking for! 

Next, point out that all other types of Best Locks and Latches can 
be keyed to his padlock . . . or set to a complete master-key system 
for his own particular need. 

Show him how, on replacement jobs, Best Mortise or Rim Lock 
Cylinders can be installed without changing present lock hardware. 


All of these and other advantages of Best Locks, exclusive because 
of the Best Interchangeable Core, give you a chance to make many 
sales instead of one. They give customers what they want and can 
find only in Best Universal Locks! 


Prove it to your own satisfaction! Write for the details TODAY! 


Representatives in all leading cities...ready to serve you. 
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NEW YORK 


ou’ll get quick pick-up with 
OWENS-ILLINOIS KITCHENWARE ENSEMBLES 


In spring a woman's fancy turns to freshening 
up the house. Cash in on her mood with Owens- 
Illinois Kitchenware Ensembles. Styled to win 
her on sight, their appeal is soundly based on 
constantly checking decorating trends and cus- 
tomer preference. 


Display these matched sets and you'll find it’s 
the quickest way to pep up spring housewares 
sales. Their style and quality can be seen im- 
mediately. Only the finest lithography can pro- 
duce their superior finish. Their sound con- 
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struction insures satisfaction. Here's the biggest 
value you can offer. 

Typical of the style-appeal characterizing every 
pattern in our line is the new ‘‘Bouquet”’ design 
shown here— smartness that is a sales-stimu- 
lant for your department. See our complete line 
at your jobber’s or contact our salesman direct. 


OWENS-ILLINOIS . 
CAN COMPANY — 


Housewares Division, Toledo 








FOR LIVE HARDWARE RETAILERS . . . 


e Files in sets! And Nicholson! Here’s a hot-off-the- 
griddle merchandising unit that folks’ll go for. A natural 
for Open House! And not expensive! Jobbers are keen for 
it. Retailers are “het up” about it. (Before we launched 
the idea, we asked a lot of both what they thought about 
it.) It’s “duck soup” indeed! 

The new Nicholson Two-file Special package means — 

A Unit-sale Step-up — because its attractiveness and 
thorough practicality induce the purchase of two files 
instead of the usual one. 

Bargain Appeal with Full Mark-up on Small Invest- 
ment —the outfit represents a normal merchandising 
value of 63c (based on separate selling prices for two files 
and two handles). Suggested 40c selling price allows the 
usual profitable mark-up. (Cost to retailer, 27c.) 
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© The "'Two-file 
Special’ pashees 
is also available 
in the Black 
Diamond brand. 


NICHOLSON’S TWO-FILE SPECIAL FOR NATIONAL HARDWARE OPEN HOUSE 


Quick Turnover — the Nicholson Two-file Special sells 
quickly because it is attractively packaged — with files 
Cellophane-wrapped and fitted with proper handles 
... and because it fills the need of the average consumer: 
A good all-around 8-inch mill file and an equally versa- 
tile 6-inch extra-slim taper for saws and kindred work. 
ORDER EARLY—so your jobber can deliver your 
supply in time for National Hardware Open House 
Open House is the beginning of spring tool-buying. 
And April is the month your customers will be 
seeing this Two-file Special featured in the Nicholson 
advertising in The Saturday Evening Post, Country 
Gentleman, Popular Mechanics and Popular Science. 
No other file manufacturer supports the hardware 
retailer with such prominent and widespread consumer 


advertising. NicHoLsoN—the best-known name in files! 
NICHOLSON — the largest producers of quality files in 
the world! NicHoLson —the most consistent file 
advertiser in America! 


NICHOLSON FILE COMPANY, Providence, R. 1., U. S. A. 
Canadian Plant, Port Hope, Ontario 





ANOTHER GREAT SALES BOOSTER 


— The Nicholson Retail File Display Unit offers a | 
choice of three assortments of popular file styles i 
and sizes in a colorful, permanent display unit 
that's durable and takes up little space. Hundreds 
of dealers already have these on their counters 
and report big increases in file sales. Each type 
and size in separate compartment plainly labeled. 
Each file Cellophane-wrapped. Refills readily avail- 
able. Price spaces blank (you fill in your own 
prices). Your jobber can supply you. 
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Extra-Large Meat Tender 
slides out like a drawer. 
Sarees fod Cotiens every 
mon 

tecting all Binds of: esh 
meat i" fowl. = 
stores extra supply 
of ice cubes. 






































8 STANDARD MODELS 


Setting new high standards of value 
~—with such de luxe features as stain- 
less chromium shelves and Quickube 
Trays in every model, from highest 
to lowest in price. No other make 
refrigerator offers so many truly 
valuable selling advantages! 


New Stainless Chromium Shelves 
dramatize the beauty of 
Frigidaire interiors with 
bright, gleaming, mirror- 
smooth luster. Rustless 


— In every 1940 model. 

















2 complete new series reach every class of buyer! 


7 COLD-WALL MODELS 


The finest refrigerators money can 
buy. Newly improved. Offer at new 
low prices the revolutionary Cold- 
Wall Principle that has been proved, 
in the homes of thousands, to be the 
most sensational refrigeration de- 
velopment since the first Frigidaire. 


FRIGIDAIRE Is A Geter Bug / 
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NEW Low Prices! 
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NEW Design and Color Harmony! NEW Convenience Features ! 


America’s No. 1 Refrigerator Leads Again! 


® Does it have “that golden touch”? 
There isn’t a single doubt! 

It’s big, it’s beautiful, it’s a bargain, 
this glamorous new Frigidaire. A 
stunning creation of master crafts- 
manship and engineering skill. 

Eye-capturing is the cabinet exte- 
rior of rich new beauty ... clean, 
appealing design! And what a picture 
inside! An artist’s genius come to life! 
An exquisite color harmony of bright 


blue, dazzling white and glittering 
gold! Shining stainless chromium 
shelves ...a mew, extra-large Meat- 
Tender .. . Glass-Topped Hydrators! 
A jewel-like interior of convenience 
that will delight every woman who 
sees it! 3 

And the beauty and value are more 
than meet the eye. Deep in the heart 
of this sturdy, one-piece steel cabinet, 
is the Meter-Miser, further improved 


for 1940...quietly and efficiently keep- 
ing food safer and freezing ice faster 
at the lowest current cost in Frigidaire 
history! 

Yes, the new 1940 Frigidaire Re- 
frigerator, backed with far-reaching 
and therough selling support of all 
kinds, is as “good as gold” in the 
pockets of Frigidaire selling men. 
No wonder that, from coast to coast, 
the newsis out: “It’s Frigidaire for’40!” 


Sonaation of the Imdudlag — 


New Frigidaire Electric Range 


Extra-Fast! « Extra-Sure! « Extra-Thrifty ! G 


@ Nine beautiful 1940 models 
include a new top-quality range 
equipped with two ovens...a 
traffic- building, sensationally low- 
priced cabinet model...and a new 
combination electric range and 
kitchen heater. 

New features include a New 
Simpli- Matic Oven Control that pro- 
vides super-fast pre-heating, then 
automatically switches to proper 
baking temperature...a Thrifto- Matic 
Switch on the rear surface unit and 


Thermizer well-cooker that auto- 
matically tarns from high to low 
heat when desired . . . New Signal 
Lights that glow whenever any sur- 
face or oven heat is turned on... 
and efficient Cooking-Top Lamp on 
every household model. 

We say with confidence that, 
with its many selling advantages, 
the new 1940 Frigidaire Electric 
Range will exceed the sales and 
profit expectations of every 
Frigidaire selling man! 





® The Frigidaire Water Heater 
line now includes a handsome 
“Super-Value” model or 
at the lowest price ever place 

on a Frigidaire Electric Water 





New 1940 
FRIGIDAIRE ELECTRIC WATER HEATERS 


Heater. Opens up great new 
sales opportunities. There are 
also beautiful new De Luxe 
Cabinet models, and a trim 
Table Top model (36” high). 
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FRIGIDAIRE DIVISION + GENERAL MOTORS SALES CORPORATION + DAYTON, OHIO 
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“MY SALES ON ROPE HAVE ALMOST DOUBLED,” 
said one dealer, when a jobber salesman asked him how he liked 
his new PLYMOUTH SALES-MAKER. “More sales”—‘Prac- 
tically NO wastage in short lengths’—“A marvel for saving time 

and storage space.” That's what we hear on every hand as dealer 
after dealer adds this handsome rope displayer to his equipment. 
Standing almost 5 feet high, sturdily constructed of metal, brightly lac- 


quered in attractive colors, the Sales-Maker is a live-wire addition to any 
store’s sales force—yet occupies only 34” x 16” of floor space! 


By selling from — § coils, conveniently stocked in the basement and 


brought up through holes in the floor, you greatly reduce rope footage 
wasted in random lengths. For stores without basements another model 

has been designed for Sales Floor storage. 

Because results prove conclusively that the Sales-Maker does boost BERGER 
rope sales substantially and quickly, the Plymouth Cordage Com- re ig 
pany offers it to regular Plymouth dealers at a cost of only $7.50— UNION 

f.o.b. Plymouth—half of its cost to manufacture. TRUS 

Mr. Dealer—don’t miss this chance to sell more of a PROFIT 

item. Order your PLYMOUTH Rope Sales-Maker NOW and 


Start getting extra sales. 


BACKED BY A SALES GUARANTEE PLYMOUTH CORDAGE COMPANY 


Let your jobber put this Plymouth SALES MAKER in your 
store, where your customers can see and buy. If your rope North Plymouth, Massachusetts and Welland, Canada 


les don’t sh least 25% INCREASE d of ‘- P P P P 
"24 months, we GUARANTEE that full purchase price will be Sales Branches: New York, Boston, Baltimore, Philadelphia, Chicago, 


returned to you. Get this display. It's a money-maker. Cleveland, Houston, San Francisco 


PLYMOUTH 
YOu Cité. hitb 
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BERGER MANUFACTURING DIVISION 
NILES STEEL PRODUCTS DIVISION 
STEEL AND TUBES DIVISION 
UNION DRAWN STEEL DIVISION 
TRUSCON STEEL COMPANY 


RIGHT NOW is the time to build a complete inventory of 


/ bolts and nuts. 
ad Do this the easiest way . . . by checking your needs against 
Republic’s stock of more than 20,000 headed and threaded products. 

Now about quality! You will satisfy even your most fussy customers 
by specifying “Republic Upson Quality”.on your order. You'll get 
bolts that stay sold—that don’t come back. 

Let your Republic jobber help keep your 1940 inventory in shape. 
For your needs, and his, there are thousands of items awaiting immedi- 
ate shipment from Republic Steel Corporation, Bolt*and Nut Division, 
Cleveland, Ohio, or Gadsden, Alabama. eReg. U.S. Pot. Of 


























FEATURES: 


race, self- 


@ Double ball 
contained steel rolls 


@ Skate extends from 8 


inches to 10% inches 

@ New Type reinforced 
channel construction 

@ Mirror-bright nickel fin- 
ish 

@ Bright red metal dust 
caps 

@ Streamlined toe clamps 


@ Genuine leather straps 


that won't pull out 
@ Trucks mounted on live 


rubber cushions 





“OPE 
HOUSE” 








a new Union Hardware 


Roller Skate, developed especially for Na- 
tional Hardware “Open House" will prove 
a mighty good tonic for cash registers in- 
clined toward spring fever. You'll agree it's 
the kind of a value that makes customers stop, 
look and buy. Youngsters will be attracted 
immediately by its modern, dressed-up ap- 
pearance enhanced by shiny red dust caps, 
bright nickel finish and streamlined toe 
clamps. They'll like it because it's a sturdy 
skate, solidly built throughout yet sufficiently 
flexible for easy, care-free skating. Your sell- 
ing job is easier, too, because every one of 


these skates bears a famous trade mark— 







UNION HARDWARE—a name associated 


with true quality ever since these skates were 


first manufactured over 75 years ago. 


Be among the hardware merchandisers who 
will first offer this outstanding value during 
National Hardware “Open House”, April 25- 
May 4, 1940. Get full information from your 
jobber about Union Hardware's participation 
in this national merchandising event; then 
order an adequate supply of the special 
skates. If your jobber cannot supply you we 
shall be glad to give you the name of your 
nearest distributor handling the “Open 


House” Special. 
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OIL 


WILL PRODUCE BETTER 
PROFITS FOR YoU 


Advertising in over 40 magazines and Radio broadcasts on nation-wide networks —plus intelligent 
display and salesmanship by dealers throughout the country—is boosting “3-IN-ONE” Oil sales! 
Almost every customer is a prospect. Almost every customer knows and recognizes the name 
“3-IN-ONE” Oil. Try out eye-catching displays of this fast-selling oil near items that require lubri- 
cation. See how such displays pep up buying activity and make extra sales for you. 
















— LUBRICATES — 
CLEANS — POLISHES 
PREVENTS RUST & TARNISH 
































Suggest Regular “3-IN-ONE” Oil for sewing machines, carpet sweepers, locks, hinges, tools. 
Suggest Heavy Body “3-IN-ONE” Oil for electric refrigerators, light electric motors, washing 
machines, bicycle coaster brakes, guns. , 


THE A. S. BOYLE COMPANY (Distributors), Jersey City,,N. J. 
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} pe a simple story too—a fine, de- 
pendable product backed by a name 
respected by both dealer and user. 

And when you have that combina- 
tion it’s easily translated into profits. 

Put yourself in line for these profits. Get the 
full story from your nearest G-E Fan distributor 
—but get it fast if you want to be in on the 1940 
progtam. 

And here’s a good tip—make certain your dis- 
tributor’s salesman takes the wraps off the G-E 
1940 Fan Portfolio the very next time you see 
him. We've called it “A Sweet Set-up!” 
and it is! 

And there’s a plus you can’t ignore—the dom- 
inant, colorful, National magazine advertising 
which month in and month out helps maintain 
user acceptance and keep the G-E name constantly 
in the limelight! 


GENERAL ©) ELECTRIC 
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THAT’S THE 
G-E FAN STORY 


FOR 1940 


Help yourself to sales with this powerful 
promotion! Free with your initial G-E Fan 
order. 

1. A full-color Rn of display designed to 
catch the eye—and hold it! 

2. Smart catalogs full of selling facts! 

3. Direct-mail pieces to help build your volume! 

4. Convincing ready-made newspaper mats for 
local use! 

5. Powerful national newspaper ads in over 175 
key cities—run at the best time to sell fans— 
in local hot weather! 

G-E Fans are Going Places — Doing Things 

in 1940! 


Fan Sales Section, Appliance and Merchandise Department, General Electric Co., Bridgeport, Conn. 
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14 STYLES 
STEEL ROOFING 
AND SIDING 














SOMETHING WORTH THINKING ABOUT 
> = 





































8 OUT OF 10 PAINTING AND DECORATING CONTRACTORS... 
82% TO BE EXACT...REPORT USING WHITE LEAD IN OIL... 
AMERICAN PAINTER & DECORATOR 1938 SURVEY, 





P 


MOST BIG GALLONAGE JOBS 

. ARE GIVEN To PAINTING @ He 
A CONTRACTORS. THEY ARE THE Pack 
PAINT DEALERS STEADIEST 

CUSTOMERS...YOUR BIGGEST 


free ' 





=| VOLUME BUYERS. "a 
i . price 
= And 
=| HA TO HELP FILL ALL DEMANDS you 
CAN | A572 FOR WHITE LEAD, PAINT MANU- limite 
iG as...” FACTURERS IN A NUMBER OF 5 now! 
am \. " LOCALITIES ARE NOW OFFERING 4 

PURE WHITE LEAD PAINT PREPARED Bu 

READY FOR THE BRUSH ---IN , Vacut 

WHITE OR COLORS ___ IN POP- % and kt 

ULAR SIZE CONTAINERS. oun 

Gr 






















WHEN YOU SELL A PAINTING CONTRACTOR WHITE Bottle. 
LEAD, YOU SELL HIM ALL HIS OTHER REQUIRE: Retail 
MENTS, TOO..EXTRA SALES AT EXTRA PROFIT. Qn, 

ony p 


WHITE LEAD NATIONAL ADVERTISING IS 
TELLING MILLIONS OF HOME OWNERS 
WHY WHITE LEAD PAINT LASTS LONGER 
AND SAVES MONEY...TO HELP YOUR SALES. 


iss 


Wy 


PS. “IN RECOMMENDING PAINT TO YOUR CUSTOMERS 
VTE AGAFE RULE To GAY: THE HIGHER THE LEAD CONTENT, 
THE BETTER THE PAINT! 
LEAD INDUSTRIES ASSOCIATION 
420 Lexington Avenue 
New York, N. Y. 
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THE ONL 


THERMDS 


TRADE-MARK REG. U. S. PAT. OFF, 


PLUS-VALUE PACKAGE 
No. 4033 


@ Here's a package of extra profit! The Plus-Value 



























Package gives you a No. 7 Thermos Vacuum Bottle 
free with the purchase of eleven No. 34A Bottles at 
your regular cost. 
This means more than 40% profit at full retail m 
prices—almost 30% margin at minimum retail prices. SY ci DRINKS oy 
And you get a colorful, eye-catching display to help MM DRInks Hi! 
you sell more Thermos brand Bottles. The offer is 
limited —take advantage of the Plus-Value Package 


now! 


B Eleven No. 34A pint Thermos brand 
Vacuum Bottles. Buff barrel with gay stripes of red 
and black, and Atherlite (heat-resisting) cup. Retail 
Value. . . . $1.19 each (Minimum Retail Price, 98c) 


Gree One No. 7 pint Thermos brand Vacuum 


Bottle. Black barrel with red stripe and aluminum cup. p } S 4 [ A Y 
Retail Value . . 98¢ each (Minimum Retail Price, 89c) 


Gree One Thermos counter display for use with 
ony pint Thermos brand Vacuum Bottle. 


Stated capacities are approximate. Offer expires April 30, 1940. 





eo TOTAL RETAIL VALUE. . 91.497 
Qpen House 36 
= DEALER COST ONLY....58 
3 THE AMERICAN THERMOS BOTTLE COMPANY - NORWICH, CONNECTICUT 
8 THERMOS BOTTLE COMPANY, LIMITED, TORONTO e THERMOS LIMITID, LONDON 
4 





FEBRUARY 8, 1940 





* 
- 
a 
* 


~ 
* 
* 
e 
. 
a 
” 
a 
” 
> 
. 





‘ 
a 8 4 , 
Setawaecadnu 





















































err Ow 
SS eeeeeasavcan 
ok ae “4 




























































































aa 
Seeceeeey = 
si 





as 
gaagacee® 
“ia 


EVERYTHING! |. Whether that means Quality, Price, Choice 


of Mesh Sizes, Finish or Widths— you need not go outside of the famous 
“Cortland Family” to meet any demand your customers may make. 


ULTRA PREMIER (galvanized finish) CORTLAND BRONZE is the most expensive 
tops in a steel screen wire cloth. One- (and justly so) member of this family. It is abso- 
third heavier than ordinary screen wire lutely rustless and of far greater durability than 
cloth, it absorbs an unusual amount of steel a reater strength than copper cloth. 
punishment before calling quits. Resists acids, salt air, etc. 
CORTLAND GRAY-WICK is a moderately- ALSO COPPER —While we manufacture a cop- 
per screen wire cloth, we do not advocate its use 


priced, heavily galvanized finish, all purpose, long 
i due to the natural limitations of copper in screen 
If, however, pure copper is insisted 


lasting product. 
wire service. 
upon, you can sell Wickwire Cortland Copper 


CORTLAND BLACK ENAMELED is a low- 

priced, general utility screen wire. Heavy en- Screen Wire Cloth with every assurance that it 

ameled to give maximum life for this type of i reliable as skill and experience combined can 
possibly make it. 


cloth. 


Write for free Screen Wire Sample Folder 


WICKWIRE BROTHERS. INC., CORTLAND.N.Y. 
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s.."When my boss comes into your store please 
Temind him to buy me some collar pads. Thank you.” 
—Dobbin. 


It’s true on many farms that much of the work formerly done by 
horses and mules is now being done by mechanical power. But horses PLEASE DONT 
and mules are still used on practically every farm—and millions of 


farmers use them exclusively. FORGET MY 


Tess work for horses and mules means softer, more tender shoulders 
Gnd a greater need for the comforting protection of friendly Ta-Pat-Co COLLAR PADS / f 







®ollar pads. Pass the word along to everyone in the store to mention 
®ollar pads to farmers who come into the store. 


RITE FOR 70%, of more than 400 dealers who used the Ta-Pat-Co display iy koe 


i i Jmgy TA-PAT-CO PADDED COLLARS PREVENT 
last year reported it definitely helped to sell collars and collar pads. 4 d aa eer naRe ent OCLs ORORE” 
Vw. ORE SHOULDERS and "COLL* 


47%, of these dealers reported an increase in sales of both =—_ 
c t 7 collars and collar pads over the same period the year before. x a Ps 
’ Write for this display card now—dress up a collar with a Ta- N piel 
s Pat-Co pad, keep it in the store to remind farmers and make ; 
is 2 LAY sales for you. A card or letter will bring it to you postpaid— —_ 
4 write today! 









THE COLLAR PAD 
a TAIPAT-CO ei vouu 


HE AMERICAN PAD & TEXTILE COMPANY- GREENFIELD, OHIO 
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More Than 30 Million Full Page and Smaller Ads 
Put More Sales Punch... More Dealer Profit In 


The “Step-Up” Plan On 


C | man CAMP STOVES AND % 
OlSMAN FLoODLIGHT LANTERNS | wre moncen 
America’s Largest Selling and Retail Price $3.9, Retail Price $5.95. 
only Nationally Advertised Line! Coleman Flood Lanterns — instant-lighting — * 
storm-proof. “Floodlight so bright you can read a 4 


newspaper at 50 feet”. Six popular models. 





Big, Powerful, 

double mantle 

model, Retail 
Price $7.45. 





Coleman’s “Step-Up” Profit 
Plan Gives You A Quick And 
Easy WayTo Boost 

Your Profits 80% 
To 230% Higher! 


Increase your profit-per-Coleman- 
sale up to 230% by following simple 
Coleman “Step-Up” profit plan backed 
by Coleman’s largest camp stove and 
lantern campaign. 








Don’t forget— (1) American travel 
and American outdoor sports will 
reach a new high this year. (2) Cole- 
man is the ONLY line giving you 











A Real Pian! Dealers Everywhere Are 
Enthusiastic About its Profit-Results! 















national advertising support. Don’t 
fail to use the “Step-Up” Plan. Write 
us for complete information. Order 
stocks from your jobber. 


THE COLEMAN LAMP AND STOVE oy 
Wichita, Kans. Chicago, Ili. Philadelphia, 
Les Angeles, Calif. CSD01 





Model No. 418B 
A complete line of Coleman Camp Stoves offers 
campers a wide choice of 2 and 3 burner models 
with and without ovens. Priced as low as $4.9 
retail. Instant-lighting, fast cooking, windproof 
burners that regulate like city gas. Fuel tanks 
removable, quick filling. 
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BELL RINGER 


FOR OPEN HOUSE 
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Nothing so helps the sale of a tool 
as to let the customer get the feel of 
it... to see for himself how it works. 
That’s where this great new Millers 
Falls display shines. It catches the eye 
with its striking three colors. It tells 
its own sales story in a few inches of 
counter space. Best of ali, it invites the 
customer to do his own demonstrating 
of this new, big value No. 29 Spiral 
Ratchet Screw Driver by using it on a 
screw right there in the display. Here’s 
an Open House best bet for profits! 
Display is free with order for four 
drivers and one set of attachments. 
Ask your jobber, or write us today, 


giving jobber’s name. 


Lets ’em try it 
Makes ’em 
buy if “TOOLS , 


Semen 
1668 


MILLERS FALLS COMPANY 


| GREENFIELD, MASSACHUSETTS 
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WE'LL DO IT AGAIN 
IN 1940! 


See G-E and you 
Any side by side 
refrigerator—value for value, styling for 
Styling, feature for feature, mechanism 
vs. mechanism—any way you look at it 
you'll see why the General Electric Re- 
tigerator will Pace the field again in 
1940, and Prices are even lower than ’39! 


ll see the difference! 





GENERAL ELECTRIC COMPANY 
LIANCE AND MERCHANDISE DEPT, 
BRIDGEPorr, CONN. 
* * * 
A FULL Line of electric appliances for the 
Electric Sink 
bage Disposall), 
eaters, Ironers, Cleaners, 
Radios, Sun Lam Small Appli- 
ances—backed b esearch, engi- 
neering skill an manufacturing experience of 
the world’s oldest 


and largest electrical manu- 
facturing company 








Ty 3400 
GENERAL () ELECT 
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BE READY- ncnsdiaenpiuial 
aS When Demand Comes! iN Vi N i 
a <\\ALL-PURPOSE NETTING 


A ch gen el 
Sweeping the Country! 


Deter sales of U. S. 4in | Poultry Netting will climb to new heights 


in 1940. Consumer demand is sweeping the country—and there’s a reason: 




















This practical, all-purpose netting, with its graduated meshes, 
provides chick-tight fence protection ata NEW LOW COST! 





It combines the advantages of closely spaced fabric with the economy of 
wider mesh netting. It’s baby-chick-tight at the bottom; poultry-proof all 
the way up. The seven lower line wires are only 5/8-inch apart with the 
remaining line wires graduated (at intervals) as follows: | inch, 13/4 inches 
and 2 inches. 

U. S. 4 in | appeals instantly to the buyer because he can see its prac- 
tical and economical features at a glance. As more and more users learn of 
these advantages, sales will increase by leaps and bounds. 

Be ready this spring when the demand comes for U.S.4in I! Ask 
your jobber or write direct for more information about this fast-moving, 
rofitable line! 








3," 
4, SPACING-————»| ¢—. 2"'S PACING 


U. S. 4 in Lis made of Copper-Bearing Steel Wire, hot zinc gal- 
vanized. Furnished Galvanized Before Weaving or Galvanized 
After Weaving and in 24, 36, 48, 60 and 72-inch widths. 


US 


STRAITLOK  HEXLOK 
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The Original Straight-Line Netting The improved Hexagon Mesh Netting : es 
Woven like farm fence. ... strong, rigid, uni- Made with the superior U. S. lock-twist ee 
form....ties flat, cuts easily.... stretches per- weave.... symmetrical, uniform, rigid.... rolls Ss ? 
fectly.... requires no top rail, no baseboard out flat, easy to handle and cut....stretches ad me 
evenly .... neater in appearance, more satisfac- — 


-...costs less erected. 


Yj 





tory in service. 
: U.S. STRAITLOK is made of Copper-Bear- U. S. HEXLOK is made of Copper-Bearing 
ing Steel Wire, hot zinc Galvanized Before or Steel Wire, hot zinc Galvanized Before or 
After Weaving.... one-inch and two-inch mesh; After Weaving .... one-inch and two-inch mesh; Lame fff f PSN” 
standard widths 12 to 72 inches. standard widths 12 to 72 inches, Fx 
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INDIANA STEEL & WIRE. COMPANY - MUNCIE, INDIANA 














































































The modern Aladdin for 
operating Garage Doors 


Quick as a flash heavy garage doors seem light 
as a feather as a slight finger- -lift on a center 
door handle starts the doors gliding up, up and 
away overhead, safely parked, leaving the en- 
tire floor area clear for a quick getaway or an 
easy entrance. 


900 Nation 


brings this convenience to the motorist . . 
who insists upon the installation of the genu- 


“— 





National Build- 
ers’ Hardware 
is sold direct to 
the retail dealer 
—a policy that 
promotes qual- 
ity, service and 
direct selling 
cooperation. 


All hardware mounted on the inside 







ine trouble-free National, the door set with all 
of the best features for this type of door. 


Inside and out, these sets present a neat, trim 
appearance, and the fact that the doors are fur- 
nished fully glazed and with most of the hard- 
ware already mounted in place tends toward a 
quick, easy, labor-saving installation. 


Heavy springs operating in conjunction with 
‘cables and enclosed pulleys furnish the door 
action, which is simple yet positive and does 
not require further adjustments or attention 
after once installed. 


Dealers everywhere recognize the No. 900 as 
the door of today fulfilling the needs of tomor- 
row in garage door equipment. 


Further details and information 
will be gladly sent upon request. 


National Manufacturing Co. 
STERLING + + + ILLINOIS 
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Every hardware man who can merchan- 
dise quality will see an opportunity for 
substantial profits on the new F & N 
Marathon Lawn Mower. You'll want to 
display and feature it during National 
Hardware Open House. It should be one 
of your outstanding attractions! 
* * * 


IFFERENT and better than any mower 
D you've seen before. Beautifully stream- 
lined, with amazing new strength, light- 
weight and easy, quiet operation—because 
practically all parts are precision-made zinc 
alloy die-castings. They’re unbreakable, and 
10% lighter in weight. These, and many 
other new and patented features, make the 
Marathon the finest mower ever built. Only 
the industry’s leader for the past 50 years 
could produce such a value! 


You buy it from your jobber at a price that gives 
you an extra long profit margin to work on 
—when you retail it at $24.95 for the 16” 
size. You can sell it for considerably less 
than that, if you wish—and still make 50% 
on your cost. But we suggest the higher 
retail price, using a part of your extra mar- 


ee 


CONSUMER ADVERTISING THIS SPRING 
In National Magazines Such as These 
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gin for merchandising. For example, you 
might pay your clerks a bonus for selling 
this mower—and generate extra interest, 
sales and profits. Also—you can Well afford 
to give a customer a liberal-trade-in allow- 
ance for his old mower, and clear 50% or 
more on the deal. This plan gives the cus- 
tomer an extra incentive to buy—gets sales 
action. 

Your jobber will give you full information about 
the new F & N Marathon, and explain its 
many advantages. Decide now to cash in 
on the demand which will be created by 
consumer advertising in leading national 
magazines this spring. Get in touch with 
your jobber now—and get a Marathon 
stock on your floor early. 


Order from your jobber! If he doesn’t have it, 
write us and we will see that you are supplied. 


F&N LAWN MOWER CO., RICHMOND, INDIANA 





FINEST LAWN MOWER EVER BUILT + MOST BEAUTIFUL! 
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The AT-FA Seal of 
Approval is your 
customers’ assurance 
that the product is 
genuine unadulterat- 
ed Gum Spirits of 
Turpentine. 


Tue PAINT NOW AND SAVE national ad- 
vertising campaign of the American Turpentine 
Farmers Association Cooperative will continue 
in 1940 with unabated zeal. This $200,000 cam- 
paign is selling more paint for dealers and manu- 
facturers, making more jobs for painting contrac- 
tors and giving homeowners better painting. 


Homeowners are being told to PAINT NOW 
AND SAVE—to employ a reliable painting con- 
tractor and to use quality materials. This message, 
through the medium of the leading national 
magazines, is reaching the tremendous total of 
21,469,000 homeowners. Response from all 
quarters has been so enthusiastic, the American 
Turpentine Farmers Association Cooperative is 
pushing its efforts toward even greater success. 


More and more paint dealers, manufacturers and 
painting contractors are recommending PURE 
GUM SPIRITS OF TURPENTINE as the best 
paint thinner ever discovered. It reduces the 





AMERICAN TURPENTINE FARMERS ASSOCIATION COOPERATIVE 
Valdosta, Georgia 








paint quickly, penetrates the wood and anchors 
the paint. No cheap substitute can compare with 
it. Dealers displaying pure turps in the attractive 
new cans in standard sizes up to five gallons are 
doubling their sales and profits. 


This is the attrac. 
tive green and 
white lithographed 
can bearing the 
AT-FA Seal of Ap- 
proval which is 
backed by a $200,- 
000 national ad- 
vertising cam- 
paign. Display it 
and double your 
profits on Gum 
Turpentine. 


Sell UANNED CUM TURPENTINE 
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@ It's sound sales strategy to “play up” 
the leaders in any line. It simplifies selling. It focuses 
attention on outstanding values. It opens opportunities 
for sales of other items in the line. That's why we 
suggest featuring the tools shown here. They're true 
leaders ... in prestige, backed by the famous Atkins 
reputation for fine tools ... in value, offering buyers 
most for their money in dependable performance 
...and are representative of the complete Atkins line. 


Give yourself a distinct “edge” in the race for increased 
sales and profits— feature ATKINS!—as Atkins fea- 
tures YOU...See constant references to the local hard- 
ware dealer in Atkins’ widespread national advertising. 





ARRELED 


Here's DOUBLE-B 


of your community A 
“= 2000" Modern scienti ic 


latest—the ne handsome appearance: 


BER TODAY! 


ur store as 

ring Atkins ! 

par “on cutting ease, 
’ 


oot 26" lengths only: 


Mark yo 


TO YOUR JOB 








GET YOUR ORDER 








FEBRUARY 8, 1940 


ATKINS 
No. 65 HAND SAW 


One of Atkin's most popular saws. Silver Steel 
blade holds edge, cuts fast. Improved Perfec- 
tion handle prevents wrist strain, makes saw- 
ing easier. 


ATKINS No. 3 NEST OF SAWS 


A “must” in tool kit of every mechanic, car- 
penter, home craftsman. Silver Steel blades 
including keyhole, compass and nail blades. 


ATKINS PRUNING TOOLS 


nee Wey 
_ oO Fs 
= 
Gn. re WWW rn WT WY RY 


No. 40 TUTTLE TOOTH PRUNER 


Extra fine temper sharp teeth, special steel 
blade, special pattern handle account for wide 
acceptance given this item. 


No. 100 PRUNING SHEAR 


Needed NOW by every home and professional 
gardener. Improved design for fastest, easiest 
pruning without cramp or strain. 


- ATKINS «© 


“For Every Cutting Job, Atkins Has The Edge’ 


Giluet.a SAWS 


410 S. lilinois Street, Indianapolis, Ind. 
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EXTRA QUALITY 
DOUBLE PROTECTION 
AND LONGER WEAR 
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HOW? __. By the _redenameled edge that attracts the WRITE 
7 : customer's eye. Poms 
‘ WHY? —_._ Red Edgereminds customers of the super- HELPS 
i service it has given them. BRANDS 
é x. oe 
H WHEN? — At the time they need screen cloth and are seid reg Bk 
; | ready to buy it. Son-Red Edge Bronze 
% and Noxide (antique) 
WHERE? — Right in the store—so that you make the sale. 
hi eeee?s#s*® 
Z RESULTS — Repeat Orders... More Profits for YOU. 





FEBRUARY 8, 1940 
















GOSH! BUT THEY’RE 


EASY TO SELL! 
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——_ is worth money in this business. And it takes an awful 
lot of time and trouble to sell people something they don’t 
know about. 

“That’s why I like to sell G-E MAZDA lamps. Since the day I 


started handling them, I’ve never had to give a bulb customer a 


ae a 
| < 
2. 


sales argument. They’re pre-sold on G-E quality before they 
come into the store. The result is, I don’t actually sell G-E 
MAZDA lamps. All I do is display ’em. They sell themselves!” 








~ 


TWO OUT OF THREE PEOPLE PREFER G-E BULBS TO OTHER & 
BRANDS. THEY KNOW THE G-E MARK MEANS HIGHEST QUALITY. 3 
G-E ADVERTISING IN 16 NATIONAL MAGAZINES AND ON THE : 


RADIO PRE-SELLS G-E MAZDA LAMPS BEFORE CUSTOMERS 
COME INTO YOUR STORE ! 


jal es. 


R. J. 1 














| IF YOU AREN'T HANDLING G-E MAZDA LAMPS NOW, IT WILL 
PAY YOU TO FIND OUT WHAT A G-E MAZDA LAMP CONTRACT 
CAN MEAN TO YOU. WRITE GENERAL ELECTRIC COMPANY, 
DEPT. 166-HA-B, NELA PARK, CLEVELAND, OHIO. 
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Open House :— 


Although National Hardware 
Open House does not start until 
April 24, it is high time to be 
thinking about and planning for 
this industry-wide promotional 
event. The sooner dealers start 
making their plans for participa- 
tion the more complete will be 
their opportunities for obtaining 
the full benefits of Open House. 
Manufacturers and wholesalers are 
announcing their plans for special 
merchandise, display helps, radio 
and other advertising programs 
which should help make this year’s 
campaign truly “bigger and _ bet- 
ter.” In this issue are the main 
details of Open House, its pur- 
poses and opportunities, also data 
on many special offerings avail- 
able from hardware manufac- 
turers. The main objective of this 
event is to make more consumers 
more “hardware store conscious” 
and to help hardware dealers build 
up greater store traffic. Open 
House is the successor to Hard- 
ware Week, as observed in 1938 
and 1939, and was renamed to 
give the promotion wider scope 
and to permit a longer selling 
campaign. Open House will last 
from April 24 to May 4, 1940, and 
will include two Saturdays, be- 
cause Saturday is normally the 
best selling day of the week for 
most hardware stores. At the close 
of the 1939 Hardware Week, 
HARDWARE AGE conducted a sur- 
vey among wholesalers and retail- 
ers in order to obtain ideas that 
might help improve future promo- 
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EDITOR, HARDWARE AGE: 


tional events of this nature. In the 
following paragraphs the high- 
lights of these suggestions are 
summarized for the benefit of all 
of our readers. 


Retailers Suggest: 
To make the 1940 Open House 


more successful, retailers partici- 
pating in the HARDWARE AGE sur- 
vey stress the need for more mer- 
chandise that is truly competitive 
with emphasis on items that ap- 
peal to women. They say that 
they require items that can be sold 
in large volume at special prices 
and that these must be at better 
prices than are normally available 
on staple items. If necessary, a 
majority of dealers expressed a 
preference for fewer specials pro- 
viding they were really what might 
be termed “red hot specials” or 
“super values.” They want more 
circulars on special merchandise 
from both wholesalers and manu- 
facturers to supplement the dis- 
play kits, more printed price cards 
for windows and table displays 
and more mats and cuts for one- 
column newspaper advertisements. 
Envelope stuffers to mail out with 
statements, more national radio 
programs featuring the promotion 
and radio scripts available for use 


by dealers over local stations have 
also been suggested. An impor- 
tant point brought out by most 
dealers concerns the date of ship- 
ment on special merchandise. Dur- 
ing the 1938 and 1939 Hardware 
Week campaigns it would appear 
that too many specials were re- 
ceived early and too many deal- 
ers and wholesalers used them in 
advance of the special week which, 
in a measure, defeated the purpose 
of the campaign. Another point 
emphasized was the importance of 
withholding all Open House spe- 
cials from drug and other cut 
rate channels, so that National 
Hardware Open House merchan- 
dise specials could, be really kept 
in the hardware field making it 
strictly a hardware store event. 


Wholesalers Suggest :— 


In this same survey wholesalers 
recommended that manufacturers 
develop special items having a 
wider consumer appeal. Many 
suggest that standard merchandise 
be sold at a special price for the 
campaign so that overstock can be 
placed in regular stock after the 
promotional event has been com- 
pleted. They also suggest that 
more outstanding values to create 
more store traffic be provided. 
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Wholesalers also agree with retail- 
ers regarding the date of shipment 
on Open House specials and fur- 
ther suggest that all special prices 
be withdrawn after the promo- 
tional event has been completed. 
Earlier announcement of such spe- 
cial goods, display helps, etc., by 
manufacturers is highly recom- 
mended by this group plus the 
recommendation, as made by re- 
tailers, that more national pub- 
licity be given by manufacturers 
through the radio and newspapers 
and more intensive local advertis- 
ing be done by retail merchants. 
To encourage more retailers to do 
more local advertising, whole- 
salers ask that manufacturers sup- 
ply more cuts and mats featuring 
the special lines to be promoted, 
and here also is repeated the sug- 
gestion that the Open House spe- 
cials be confined to the hardware 
trade. 


Fair Trade Contracts :— 


At the recent Western Conven- 
tion, W. L. Clark opposed fair 
trade laws because “You can’t 
regulate the other fellow with 
codes and rules.” He also believes 
that the blanket or omnibus con- 
tract feature of all fair-trade laws 
is a definite form of regimenta- 
tion. In this particular he refers 
to the fact that a single contract 
in a state is legally sufficient to 
require observance of the mini- 
mum resale price thus established, 
even by retailers who have not 
signed the contract. Mr. Clark is 
president of the Farm Equipment 
Institute and a prominent leader 
in the farm implement industry. 
He is taking, in that capacity, a 
marked degree of leadership in 
trying to improve the profit status 
of the implement distribution 
field, attacking primarily “trade- 
in chiseling” which is obviously 
just another form of price-cutting, 
just as vicious as predatory “loss- 
leader” selling and closely akin to 
it. Fair-trade contracts may be 
thoroughly impractical in the sale 
and resale of used farm imple- 
ments and other used machinery 
where values must vary in accord- 
ance with the mechanical condi- 
tions of the equipment. But Mr. 
Clark, endorsing the Trade - In 
Manual of the National Federa- 
tion and urging more intelligent 
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trade-in practices, wishes to ac- 
complish exactly the same results 
as fair trade laws can and do ac- 
complish wherever they are estab- 
lished on a sincere basis. 


Loss Leaders :— 


Fair trade laws do not obligate 
a manufacturer to establish resale 
minimum prices of his trade- 
marked goods. Instead they per- 
mit him to protect such branded 
merchandise and to keep price- 
cutters from using his reputable 
products as “footballs” to draw 
store traffic for the sale of other 
merchandise which is often un- 
branded and of unknown quality. 
For example: 1—A manufacturer 
makes a first quality, well-finished 
saw. He suggests a retail price 
that provides a fair but not ex- 
orbitant margin for wholesaler 
and retailer, and which provides 
the consumer with good value 
backed by the producer’s integrity 
and ability. 2—The saw becomes 
popular, is accepted as a good 
standard and enjoys a substantial 
sales volume. Wholesalers and 
retailers feel that they too can 
place their own reputations with 
that of the manufacturer and real- 
ly push the sale of that particular 
saw. 3—A chain store, drug, va- 
riety, grocery or a mail order 
house senses the acceptance and 
popularity of this saw. 4— The 
manufacturer refuses to sell these 
channels fearing they will cut 
prices and demoralize the market. 
5—The chain or other price-cut- 
ting competitor “bootlegs” the 
merchandise — too often from 
some wholesaler or retailer—and 
puts the merchandise in the win- 
dows at a cut price. A display 
card mentions the “regular price” 
but features “our low price” and 
implies bargain rates for every- 
thing else in that store. 6—The 
regular retail trade finds its sale 
of this product declines rapidly; 
prospects complain about the 
regular price being too high and 
the desirability of this saw is not 
as great to the dealer or his whole- 
salers. The retail store trying to 
maintain the suggested price is 
charged with being “too high on 
everything.” 7—The manufac- 
turer doesn’t sell the offender and 
too often cannot trace the ship- 
ments. Without fair-trade laws he 


is powerless to make much head- 
way in correcting the situation. 
Under a fair-trade contract he can 
establish a minimum retail price 
for that branded hand saw and 
cannot prevent all comers from de- 
moralizing the market by cutting 
that price, no matter how or where 
the merchandise is obtained. This 
he can do in all but four states: 
Missouri, New Hampshire, Ver- 
mont and Delaware. 


Another Angle :— 


Another phase of this same 
situation is found with price-cut- 
ting dealers who try to avoid the 
sale of the standard brand mer- 
chandise which they feature at a 
cut price. Perhaps they had to 
buy one or two at retail. They 
will put one in the window and 
ballyhoo the cut price. When a 
customer asks for the item he is 
told that the stock has been de- 
pleted and that company rules do 
not permit the sale of any goods 
from the window. As a substitute 
the store will offer a house brand 
and make brave claims for its 
quality, etc., often implying that 
the same manufacturer makes both 
saws the same way. In many 
states a customer can demand that 
goods in the window be furnished 
at the prices indicated. But every 
consumer does not know this and 
only a few would make an issue 
of such an incident. Another angle 
is the price-cutter who does not 
normally stock hardware  mer- 
chandise but who picks out a few 
numbers of well-known hardware 
and tool items. He offers these 
at cost hoping to make all his 
profit on extra sales of his own 
regular line of goods. He does 
not care much what he does to 
the other fellow’s business. In 
both instances the desire is to use 
the well-known trade mark of a 
good manufacturer as bait, as a 
“loss-leader” to attract store traf- 
fic. Carried on far enough with 
retaliation, a hardware dealer could 
prey on every other type of dealer 
and they on him. Finally no 
one makes a profit on any retail 
business. That is why fair-trade 
laws, in my judgment, are vitally 
necessary and should enjoy wider 
use and increasing support from 
independent wholesalers and re- 
tailers. 
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LOCKWOODS SUPER CLOSER has 


The Lockwood Ball Bearing Super Closer will put over 
extra sales, because it offers more for the money. It is in a 
class by itself. combining features that no other surface 
closer affords. , 


Ball bearings at the important points of friction reduce 
wear and required effort. Doors are actually twice as easy 
to open—and they shut quietly, positively, without fail. 

Other big selling features include a remarkably strong 


over-sized shaft; a super spring of unusual power; and a 
special gland that absolutely cannot leak in service. 


Get the full story on the Lockwood Super Closer and cut 
yourself in on this profitable business. A detailed, illustrated 
folder will be sent you promptly on request. 


Lockwood Hardware Mfg. Co. 


Division of Independent Lock Co. Fitchbu rg, Massachusetts 








FEBRUARY 8, 1940 53 
























e high school football 


res of th s of passersby. 


ndow made patron 





Cut-out pictul 
team in the wi 





porting Goods Sales 


6 
, aa photo- 





al 
graphic figures of local sports wi 
celebrities provide an unusual lo 
center of interest to our sporting re: 
goods windows that really stops stc 
sidewalk traffic. These, together In 
with planned advertising and a on 
varied and complete stock of mer- ba 
chandise, increased sales 500 per is 
cent in less than three months and att 
will soon make sporting goods one | 
of the major departments in our reg 
store.” So says Frank Cayce, tak 
manager of the sporting goods de- raj 
partment of Cayce-Yost Co., in 4 11 


Hopkinsville, a small city of 12,- 
000 in western Kentucky. 
“Window displays were prin- ; 
cipally responsible for our in- a 
crease in sales,” continued Mr. . 
One of the firm’s latest moves was to add a line of Cayce, “and we now devote an 


imported and domestic sports clothing and imported 
socks and neckties. The idea has paid real dividends. 
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Badminton, archery 
and darts equip- 
ment were added 
to the department 
on the balcony at 
the extreme front of 

















BASKETBALL 


When the Cayce-Yost Co., of 


the store. 


Hopkinsville, Ky., featured 


local 


teams in its window 


to- all the time. In a recent football . | ines 

rts window, we used a cut-out of the d increased its l 

ual local high school team and, as a an 

ing result, practically every passerby 

»ps stopped to examine the display. 

her In the small towns, where every- plied to the faces in order to add — of the team scoring touchdowns 

| a one knows his neighbor, the foot- snap and brilliance to the photo- __ in the weekly games. This created 

er- ball team of the local high school graphs. so much interest we decided to 

per is rabidly supported and always “The cut-out of the team was use the entire team and this inter- 

ind attracts attention.” then placed in the window with — ested many more people in the 

yne Pictures of the players in their the players arranged in their regu- community,” stated Mr. Cayce. 

our regular playing positions were lar positions on a field of artificial “We are convinced that pictures 

ce, taken by a local amateur photog- grass. Pictures of the coaches. of local sport celebrities are bet- 

de- rapher. These were enlarged to and a group picture of the other ter attention getters in the small 

in 11 by 14 in. in size, mounted on members of the squad were ar- community than are larger or 

2.- wall board and then silhouetted. ranged on each side of the varsity. more elaborate displays featuring 
The finished figures were approxi- The effect, when viewed from the nationally known figures.” 

in- mately 12 in. high. To give a street, was as though one was ac- Pictures should be at least 8 by 

in- finished appearance to the figures, tually looking at the team lined 10 in. in size in order to be ef- 

Mr. the edges were painted to blend up for action. fective. They can easily be made 

an with the background of the win- “We planned originally to use by a good local amateur photog- 

nde dow and a coat of varnish was ap- just the pictures of the members "(Continued on page 156) 
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[. is good policy to 


make your store the laundry ap- 
pliance headquarters for the com- 
munity by showing new models of 
washers and ironers first. Some- 
times items presented in advance 
of the normal selling season make 
more of an impression on prospec- 
tive customers because they do not 
expect to see such merchandise at 
the time. 

The large window on this page 
features merchandise of this type. 
In the front of the display are 
seen smaller related items which 
supplement the larger merchan- 
dise and suggest additional sales. 
Only a limited number of items 
can be shown in this space so the 
merchant should select one group 
at this time and plan to show an- 
other assortment in future dis- 
plays. 

Interior displays 
ironers, and other large items of 
this type must be attractive and 
should be located at the front of 


of washers. 
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Wire and rope clothesline can be 
shown to excellent advantage in 
mass display bins. 
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Laundry Equipment Window 


Merchandise: Washers, gasoline and electric; ironers, electric steam 
irons, ironing boards, clothes baskets, clothes hampers, clothes driers, 
wash tubs, clotheslines, cotton and wire, clothes pins, wash boards, iron- 


ing board pads. 


Background: Ivory corrugated board or wall board. Center panel in 


dark blue. 
material can be incorporated. 


Cutout letters of bright yellow. Manufacturers’ display 


Suggested Interior Displays: For tables — Clothesline, clothes pins, 


ironing board pad and cover sets. 


, 
the store if this is possible. The 
space along the back of the win- 
dows makes an ideal department, 
provided attractive backgrounds 
are developed and appliances dis- 





CLOTHES 
Pins 
2PKGS FOR 










Feature clothes pins in large quan- 

tities. Fillers may be used in bins 

in order to reduce stock require- 
ments. 








Decorated 
CAKE 
COVERS 














Decorated cake covers are ideal 
for gift purposes. Feature on the 
ends of housewares tables. 


played in this location are seen by 
more people. However, this sec- 
tion is not the best for selling ap- 
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Window Display IDEAS 
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Aluminum Ware Window 


Merchandise: Aluminum tea- 
kettles, sauce pan sets, percola- 
tors, french friers, cake pans, dou- 
ble boilers, dishpans, cookie jars 
in colors, glass bow] sets, stainless 
steel fry pans, pressure cookers, 
water pails. 


Background: Panel of ivory cor- 
rugated board or wall board. Cen- 
ter panel in red. Cut out letters of 
ivory corrugated board 


pliances due to the traffic through 
this part of the store. 

Special lighting of the ap- 
pliance display will serve to stimu- 
late more interest in the merchan- 
dise and wiil cause customers to 
stop and examine the new goods. 
Inexpensive, self-contained spot- 
lights and floodlights can be se- 
cured from most electrical supply 
companies, and these can be in- 
stalled on top of nearby fixtures 
or on the ceiling and directed at 
the appliance display. 

Be sure the color scheme in the 
display gives the impression of 
rleanliness. Blues and white will 
carry out this idea. Most manu- 
facturers of these major items 
supply merchants with display 
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and Party Housewares Now! 


material suitable for use in the 
interior of the store or in window 
displays and this material will 
give a professional touch to your 
department. 

The aluminumware line is fea- 
tured in one small window. Two 
cupboard type of fixtures are used 
on both sides of the HARDWARE 
AGE interchangeable window dis- 
play pedestals in the center. These 
can easily be constructed from 


ITS 
Prizes 


FOR 
EVERY OCCASION 




















Party Housewares Window 


Merchandise: Colored pottery, 
glass ovenware, china ovenware, 
water glass and pitcher sets, bean 
pots, colored teapots, canister sets, 
cake covers, bread boxes, dinner- 
ware sets at popular prices, other 
gift goods and gadgets. 


Background: Panel of ivory cor- 
rugated board or wall board. Cen- 
ter panel in red. Cut out letters 
of ivory. Valentine Day theme can 
be used to advantage. 


plywood and have the advantage 
of showing a number of items in 
a small space. The fixtures also 
enable the dealer to build the dis- 
play up more in the back which 
increases the attention value of the 





Bright colors are sug- 
gested for the background. 

Party housewares for gifts and 
prizes are shown in the other 
small window. This display might 
carry out a Valentine’s Day motif 


window. 


Small 
shelves are back- 
ground panel to permit building 
the display to a greater height. 
HarpwareE AGE_ interchangeable 
fixtures are used in the lower part 
of the display. Bright colors are 
suggested for this window but care 


if used early in February. 
used on the 


must be used in the selection of 
the color scheme so that unpleasant 
clashes with the merchandise will 
Much of the mer- 


window 


be avoided. 
chandise shown in this 
will be decidedly colorful 

A number of mass displays for 
the ends of cross aisle or seasonal 
tables are also presented Many 
other items will be suggested by 
the displays in these windows. The 
merchant should select and build 
displays that in his opinion will 
produce the best results in the 
community. Many times fillers 
can be used in mass display bins 
to reduce the quantity of stock 
required" for the display. Show 
cards should stress multiple sales 
as well as the price wherever pos- 
sible. 





Gass Bowis 
set or 6 


OO¢ 














Glass bowls must be replaced 

often and attractive sets will sell 

rapidly if mass displays can be 
developed in the store. 


















N ATIONAL  Hard- 


ware Open House, formerly known 
as National Hardware Week, will 
be celebrated from April 25 to 
May 4, 1940. During this period 
the hardware industry of the coun- 
| try will again endeavor to focus 
the attention of the ultimate con- 
sumer on the local hardware store. 
Publicity and promotions of vari- 








ous types will be used to make 
the man in the street more hard- 
ware store-conscious and demon- 
strate the value of the hardware 
store in the community. 

This year it is intended to give 
the event a somewhat broader 
scope. It is suggested that the 
merchant make from April 25 to 
May 4a period during which con- 


sumers can become better ac- 
quainted with the individual store 


and some of its unusual services, 
in addition to the offering of spe- 
cial merchandise values. 

It is hoped that in broadening 
the appeal of this event, it will be 
possible for more hardware mer- 
chants to participate. Every type 
of retail hardware store will be 


The National MHard- 
ware Open House Kit 
will consist of 190 
pieces available to deal- 
ers for $2.75 a set. A 
complete assortment of 
newspaper mats will 
also be offered. The 
display material is 
printed in red and blue 
on a good quality white 
stock. Mats are in one 
two and four column 
width with appropriate 
border strips. The new 
kit can be furnished 
by all state hardware 
association secretaries 
and by many whole- 
sale firms. 
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National Hardware Open #B 


This annual event will give dealers 
an opportunity of increasing store 
traffic by publicizing the features 
of their stores and by demonstrating 
items of unusual value and variety 





















House—April 25 to May 4! 





Included in the kit are two window backgrounds, 28 by 50 in., shown 
above and, shown on the preceding page—four pendants, 11% by 49 
in., eight banners, 20 by 25 in.; 40 pennants (double) 13 by 24% in.; 
eight price cards, 11 by 14 in.; 16 cards, 7 by 11 in., 32 cards, 5% 
by 7 in., and 80 cards, 234 by 3% in. Orders for kits must be placed 


abie to emphasize that part of the 
business in which it excels. Some 
merchants will stress the competi- 
tive angle and demonstrate to cus- 
tomers the values which are being 
made available during the period. 
Others may prefer to make the 
event simply a _ period during 
which customers can come in and 
get better acquainted. Demon- 
strations of unusual services could 
well be executed for the consum- 
er’s information. 

More local publicity is neces- 
sary if hardware dealers are to 
make the most of National Hard- 
ware Open House. Several medi- 
ums lend themselves to coopera- 
tive efforts in local communities. 
Radio spot announcements were 
used in 1939 by several groups of 
hardware merchants and probably 
can be worked out on a coopera- 
tive basis with less difficulty than 
almost any other medium. This type 
of announcement is also more apt 
to create the impression that some- 
thing unusual is taking place. Spot 
announcements should be limited 
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by March 5, 1940. 


to a general statement on the pur- 
pose of the celebration and some 
of the things of interest that will 
occur. They should emphasize Na- 
tional Hardware Open House and 
urge consumers to explore the 
wonderland of hardware. If mer- 
chants are planning demonstra- 
tions for the period they could 
well be publicized over the air. 


Newspaper Advertising 


Cooperative newspaper adver- 
lising is more difficult to arrange 
since each merchant will usually 
have an individual situation to 
consider. Individual advertise- 
ments could be grouped on one or 
two pages in the local paper under 
a general heading developing the 
National Hardware Open House 
theme. Individual dealers could 
also feature a special heading for 
their advertisements during this 
period. Creating the impression in 
the minds of the consumers that 
something different and unusual is 
happening in the hardware store 


at this time is the essential thing. 
Leave no doubt in your customer’s 
minds that you are a part of this 
nation-wide celebration or they 
may jump to the conclusion that 
your particular store is not pro- 
gressive enough to be included in 
this event. 

Numerous wholesalers and man- 
ufacturers will supply dealers with 
handbills or circulars on special 
merchandise for National Hard- 
ware Open House. , This type of 
medium will probably be used 
more than any other by dealers 
as it is very effective as well as 
easy to use. 

Gala store dress is essential dur- 
ing this period in order to carry 
out the idea that something differ- 
ent and unusual is taking place. 
Decorating the store is probably 
the simplest and least expensive 
way for a dealer to cooperate. 
Every dealer can decorate his store 
by using the official banners, pen- 
nants, and showcards contained in 
the display kit. The official dis- 
play kit will be available through 


59 











hardware jobbers and state and 
national retail hardware associa- 
tions. 

All well-planned publicity 
events and cooperative advertising 
are ineffective, however, if the 
actual individual retail store fails 
to justify the build-up. Not every 
firm has a modern store or new 
store front but every store can be 
thoroughly cleaned and have its 
merchandise arranged neatly. Mer- 
chandise values for the event 
should be placed on tables and 
platforms in such a manner as to 
promote customer circulation to 
all parts of the store. Do not fea- 
ture all your specials on one or 
two tables at the front of the store. 
Make customers shop and try to 
present many other items which 
they may see as they examine the 
Open House merchandise. By all 





means show seasonal merchandise 
and push for every sale that can 
be made. 

Salespeople must be keyed up 
for this event. ‘They should have 
pride in their store and its ser- 
vices. Have a good old fashioned 
“pep” meeting before National 
Hardware Open House begins and 
work out a contest for your sales- 
people for this period. There is 
nothing like competition for get- 
ting results. 

National Hardware Open House 
will be the period during which 
the retail hardware store will be 
virtually on parade in every com- 
munity. Make it the time during 
which you create an excellent im- 
pression for your own store in 
the minds of your customers and 
you will be making your custom- 
ers more hardware-store conscious. 


Here’s What Some of the Manufacturers Are 
Doing on National Hardware Open House 


Landers, Frary & Clark, 
New Britain, Conn. 


In its Open House merchandise 
suggestions includes the “Univer- 
sal” health scale, No. 475, regularly 
listing at $4.95 to retail at $3.95; 
the “Universal” cleaver and chop- 
ping board set, No. 51, to retail at 
89 cents, regular value $1.25, and 
the “Universal” deluxe automatic 
iron, No. 7163-40, and all-metal 
clothes dryer to retail for $9.95. 

In addition, the company is co- 
operating wholeheartedly to bring 
National Hardware Open House and 
the hardware store as the commu- 
nity store, before the public by spe- 
cial consumer advertising in The 
Saturday Evening Post for its issue 
of April 20. The ad will open with 
the following message, “Universal 





Health scale 





Automatic iron and clothes dryer 


is making this special offer during 
National Hardware Open House. 
April 25 to May 4, to encourage you 
to get better acquainted with your 
local hardware dealer. You can al- 
ways depend upon the values he has 
to offer as millions of women have 
learned to depend upon the qual- 
ity of Universal Household Appli- 
ances.” The advertisement features 
the above-mentioned items. 

As a further indication of the sup- 
port this manufacturer is giving to 








Cleaver and chopping board 


Open House, it has prepared a spe- 
cial colorful brochure on National 
Hardware Open House which is be- 
ing mailed to a complete list of 
hardware stores and which presents 
its merchandise specials and a re- 
production of the consumer adver- 
tising. 


Nicholson File Co., 


Providence, R. I. 

Offers a nationally advertised spe- 
cial packaged file sets—the “Two- 
file Special.” This consists of an 
8-in. mill file and a 6-in. extra slim 
taper file, each fitted with a hand- 
some, spun-ferruled handle. The 
files are Cellophane-wrapped and 
packaged in an orange-colored con- 
tainer of convenient size which dis- 
plays the merchandise to advantage. 
A color display card, describing the 
bargain features of this item, is pro- 
vided with each set. Dealers have 
only to stand the card up in the box 
to change it into a counter display. 
Ordinarily a retail value of 63 cents, 
the complete set is being made 
available to retailers at 27 cents 
only. The selling price to the re- 
tailer’s customer is 40 cents. This 
offer is for Open House only. 

National advertising on the “Two- 
file Special” will be carried in The 
Saturday Evening Post, Country 
Gentleman, Popular Mechanics, and 
Popular Science, timed to appear 
just before Open House. The copy 
will feature the all-purpose _possi- 
bilities of these two files for the 
general file user. 

The company is also featuring its 
three retail file units, Nos. 46, 56, 
and 66, offering dealers a choice of 
three assortments of popular file 
styles and sizes in a colorful, per- 
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manent display unit. Each type and 
size is in a separate compartment 
which is plainly labeled. A_ third 
item is the “Handy File,” packed 
12 to a box and furnished with a 
special display card. Each file is 
Cellophane-wrapped. “Handy Files” 
and retail units are available in 
both Nicholson and Black Diamond 
Brands. 


Stanley Tools, 
New Britain, Conn. 

Will offer a two-tone group of 
planes. No. 2, packed in a display 
carton. This group will consist of 
three No. NB20 block planes _fin- 
ished in black and yellow of regular 





Stanley’s two-tone planes 


75-cent value to retail for 59 cents; 
two No. NB4 smooth planes, fin- 
ished in blue and yellow and red 
and ivory, a $3.20 value to retail for 
$2.59, and one No. NB5 jack plane, 
finished in maroon and yellow, a 
$3.70 value to retail for $2.98. The 
total retail value of this assortment 
is $9.93. 


Henry Disston 
& Sons, Inc., 
Philadelphia, Pa. 


Introduces its “Nineteen Forty” 
special in a handsome display box 
to retail for $2.39. This special is a 
popular 26-in. saw with the Disston 
weatherproof finish on its cherry 
wood handle. Straight back, light- 
weight, 8-point blade has full taper 
gririding. Five large nickel-plated 
screws secure the handle to the 





The “Nineteen Forty” retails for 
$2.39 
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blade. Saws are individually packed 
in metal-edge boxes and sold three 
in a carton. One of the boxes in- 
cludes an easel-back display card 
printed in the red and blue of Open 
House colors. Cellophane covers the 
saw and card to protect while on 
display in the store. Card has a tab 
which fits over the saw blade and 
holds the saw firmly in the box. 
Over-counter price of the three saws 
is $7.17, for which dealers pay 


$4.30. 


The Union Fork & Hoe 
Co., Columbus, Ohio 


For National Hardware Open 
House offers several merchandise 
specials. A new weed cutter com- 
bines the advantages of a replace- 
able, heat-treated, _ serrated-edge 
blade with open end, non-choking 
design and adjustable shank. Its 
introductory retail price, in most 
sections, will be 98 cents. In_ its 
“Speedline” garden tools, the com- 
pany offers three items—a two-prong 
weeding hoe for 98 cents; an ad- 
justable lawn “Brume” at 95 cents. 








Weed cutter 


and a “Speedy” garden shovel with 
60 per cent thicker center section, 
at $1.00. 

For the popular price market 
there is an attractively finished set. 
consisting of a 14-tooth bow rake 
and 6-in. garden hoe with red han- 
dles and gold “Red Hawk” brand 
and trim, to retail at the special 


price of $1.49. Another item is the 
new rotary lawn edger which clips 
the grass along walk edges merely 
by being pushed along. User stands 
erect and simply walks forward. The 
extended hub of the tool on one side 
rests on the sidewalk to insure a 
straight and uniform cut. The over- 
hanging saw-tooth blade which is 
made of tool steel rolls like a wheel, 
catching and shearing off the grass 
stems against the fixed blade of 
razor-sharp, high carbon steel. This 
item will retail for 98 cents. Prices 
of these items will be somewhat 
higher in the western states. 


Micro-Lite Co., Inc., 
New York City 

For Open House is featuring its 
Two-Star flashlight display which 
provides a compact, low-priced 








A “Micro-Lite” display 


pocket flashlight department. The 
four-color display is given free with 
every dozen. Price of the complete 
unit, consisting of 12 lights, is $2.53 
to the dealer. The assortment in- 
cludes eight No. 200S lights—3 in. 
in size, solid brass, nickel-plated, 
baked enamel finish in bright red. 
green, blue, black with contrasting 
colored and nickel stripes, push- 
button switch; and four No. 2300 
lights—two-cell, solid brass with 
bright, polished, all-chrome finish, 
combination temporary and perma- 
nent switch, handy pocket clip. Dis- 
play is 12 in. at base and 9Y% in. 
high. May be tacked on wall. 


F. H. Woodruff & 
Sons, Inc., 
Milford, Conn. 


Has devised a traffic-building plan 
for National Hardware Open House. 
With each 5-lb. bag of “Turfmaker” 
lawn seed, regularly selling at $3.00 
there will be a coupon sewn inside 
the bag. The customer opens the 
bag at home, and to redeem the 
coupon, must return to the store a 
second time. This coupon. plus 
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$1.00, entitles him to a $1.75 sod 
spiker. To help the dealer publicize 
this plan, the company will offer 
window banners, counter cards, spe- 
cially packaged merchandise, and 
free mats for newspaper advertising. 


American Cabinet 
Hardware Corp., 
Rockford, II]. 


Is offering two special displays 
for Open House for use with its 
“Luster-Chrome” cabinet hardware 
demonstrator and its “Wintite” sash 
lock demonstrator. Both displays 
are produced in official Open House 
colors of red, white and blue. These 
displays are available free and 
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The “Luster-Chrome” hardware 
display 








wholesaler salesmen are equipped 
with special post card forms which 
dealers may use to order them. One 
display is intended for use on top 
of the “Luster-Chrome” cabinet 
hardware demonstrator. It demon- 
strates the actual application of 
hardware on operating doors and 
also displays cabinet hardware in 
color and in “matched” ensembles. 
It is available on a free hardware 
plan. 

The other special display is in- 
tended for use with the new “Win- 
tite” demonstrator No. 7000, which 
is also available on a free hardware 
plan. This display shows actual in- 
stallation and operation of the new 
“Wintite” sash lock with eccentric 
action to provide a wind-tight joint. 
This lock is said to end side slip, 
vibration, and rattle and is supplied 
in steel or brass in standard fin- 
ishes. 


Triplewear Brake 
Linings Corp., 
Paterson, N. J. 


Will continue to offer its regular 
100-ft. wick free dispenser deals, 
loose roll wick and boxed wick at 
regular prices, but will include in 
the deals three sample packages of 
its new “Flamemaster Nev-A-Trim.” 
This is an asbestos ring that acts as 
a flame insulator and eliminates the 
need for trimming the wick. Also, 
as a special Open House feature, 
Triplewear is announcing its new 
deluxe “Flamemaster” two-ply, as- 
bestos, range burner wick with “in- 
side oil flow,” which is said to end 
clogging from cooking spill-overs 
and excessive carbon. 

As a special inducement to the 
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The “Wintite” demonstrator Open House suggestion 






trade to become acquainted with 
this product built especially for 
range burners, a 50-ft. roll in the 
Y-in. size will be given away free 
with every retail dealer and whole- 
saler purchase of 200 ft. of popu- 
lar sizes and 100 ft. with every pur- 





“Flamemaster Nev-A-Trim” 
Wicks 


chase of 400 ft. Being two-ply and 
extra thick, deluxe “Flamemaster” 
is sold in 50-ft. rolls only for con- 
venience in handling. 

An attractive window poster is be- 
ing prepared for presenting “Flame- 
master Nev-A-Trim” to the public. 
It is packed in an attractive Cello- 
phane package. 


The Boss Mfg. Co., 
Kewanee, III. 


For National Hardware Open 
House has a free, colorful display 
container packed with a sales-tested 





Boss canton flannel gloves 


assortment of “Boss” canton flannel 
gloves to retail at popular prices. 
The assortment contains, 12, 10-cent 
sellers; 12, 15-cent sellers, and 12, 
20-cent sellers. The display is in 
official red, white, and blue colors. 
All the dealer need do is open the 
box, display it and refill the con- 
tainer when needed. Full informa- 
tion on this assortment, No. 540, 
available from wholesalers or the 
company. 
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Seymour Smith & Son, 
Inc., Oakville, Conn. 
Is offering its new “Multi-Power’ 


hedge shears featuring a patented 
compound lever action to make 


? 


Open House pruner display 


hedge clipping easy and effortless. 
This action is said to step up power 
from handles to blades 60 per cent 
and to make jarring, slam-bang ac- 
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SHEARS 





Open House hedge shear display 


tion unnecessary. This product and 
the “Snap-Cut” pruner, grass shears, 
and other of the company products, 
will be advertised during the early 
spring months in national home and 
garden magazines, many of the ads 
calling attention to National Hard- 
ware Open House. In addition there 
will be special merchandising dis- 
plays, streamers, booklets, and other 
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colorful helps plus free post cards 
featuring all spring gardening equip- 
ment to mail to consumers. For the 
wholesalers, there is available a 
large colorful broadside for distri- 
bution to his dealers; catalog pages 
on “Multi-Power” and other of the 
company’s products, envelope stuff- 
ers, and other advertising material. 

The company has also arranged 
three balanced assortments which 
contain either “Multi-Power” hedge 
shears, “Snap-Cut” pruner or grass 
shears, each with a supply of all 
types of point-of-sale advertising 
helps. 


The Wm. Schollhorn Co., 
New Haven, Conn. 


Announces a special deal consist- 
ing of an assortment of “Bernard” 
side cutting pliers, known as me- 
chanical hand pliers, flat nose pliers, 
spring belt punches, diagonal nip- 
pers, end cutting nippers, linesman’s 
construction pliers and long chain 
nose pliers. There are two assort- 
ments to choose from, one contain- 
ing 15 tools and the other 12. With 
each assortment there are free goods 
to give the dealer an exceptional 
mark-up margin on either assort- 
ment. 

In addition the company is offer- 
ing an attractive case in which to 
display the assortments. Display 
case is of solid wood with natural 
grain, polished finish and lacquered. 
Case has a hinged glass top with 
hinges on the front. Case is offered 
to dealers at one-half its cost. Pur- 
chase of the case by the dealer is 
optional, and assortments may be 
purchased with or without the case. 
Also available is a supply of leaflets 
for the dealers to use with each 
assortment. 


Union Steel 
Products Co., 
Albion, Mich. 


Offers as Open House merchan- 
dise its new zipper-top rubbish 


burner, No. HW1253, and a special 


ZIPPER TOP 


wor CANO BOTT 








A zipper-top rubbish burner 


display card which fits on the burner 
as new features—the zipper top 
and the volcano bottom for faster, 
cleaner burning. The card is printed 
in bright blue and orange and fits 
all sizes of these burners. The 
burner illustrated is 28 in. high, 20 
in. in diameter at the top, and 1644 
in. at the bottom. Mesh is 1% in. 
Made of heavy rust-resistant gal- 
vanized wire. 





A plier assortment with or without display case 
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One of Corning’s Open House promotion suggestions 


Corning Glass Works, 
Corning, New York 


As a_ suggestion for 
Hardware Open House, offers a free 
display stand for Pyrex Brand ware. 
The colorful stand, D-86, is built to 
display the new complete line of 


National 


Pyrex Brand graduates and mea- 
sures and is suitable for counter or 
window. Display is 14% in. high: 
167% in. wide. 


Wickwire Brothers, Inc., 
Cortland, N. Y. 


Will supply to dealers requesting 
one, a counter display for screen 
wire cloth which is especially 
adapted to tie in with the National 
Hardware Open House program. 
These displays will be distributed 
through wholesalers. 


Gulf Oil Corp., 
Pittsburgh, Pa. 


Is again featuring “Gulfspray™ for 
killing moths in cooperation with 
the National Hardware Open House 
program. Coming in the midst of 
the housecleaning season, this item 
is a “natural” for Open House pro- 
motion. An important feature of 
“Gulfspray’s” merchandising plan is 
a colorful and convenient floor dis- 
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play stand which permits the dis- 
play of “Gulfsprayers” as well as 
“Gulfspray.” The display stand is 
furnished free with order for “Gulf- 
spray” to dealers cooperating in 
National Hardware Open House. 


TW usreecon 
aT! 






GULFSPRAY 





Gulfspray’s special 








Henry G. Thompson 
& Son Co., 
New Haven, Conn. 


In its Open House offering is pre- 
senting a novel idea in hacksaw 
blade merchandising. Three tung- 
sten-alloy blades in a cut-all assort- 
ment, mounted on a card, is the sale 
unit. The card is displayed on 
an attractive counter merchandiser 
which also dispenses “Tricks of the 
Trades,” the new “Milford” hand- 
book for free distribution to con- 
sumers. The booklet tells how to 
choose and use hacksaw blades and 
explains labor-saving methods of 
master craftsmen. It is attractively 
printed in color, illustrated, and of 
20 pages. 

The dealer’s unit consists of 24 
cards (six dozen blades) and 24 
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Hacksaw Open House special 


booklets with counter merchandiser 
and a special Open House marker. 
List price is $5.00, packed in carton. 


Acme Steel Co., 5 
Chicago, II]. ; 


Suggests several of its products 
for National Hardware Open House. 
Acme “Nailezy” embossed box 


strapping made in %@ in., % in., 





3%-in. embossed box strapping 


% in. % in, % in. and 1 in. 

widths, the % in., 34 in., and 1 in. 

sizes being the most widely used. 
(Continued on page 150) 
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Others have used them to advantage 





Why not try them in your own store? 


Down on the Farm 


An Indiana hardware merchant 
obtained a phonograph recording 
of sound imitations of 
farm animals through his local 
radio station. He concealed a loud 


various 
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speaker behind a curtain in his 
store and on “farm days,” which 
he held once a week with special 
bargains for rural folks, the record 
was turned on at regular intervals. 
The stunt attracted the 
and kept them in a good shopping 
humor. He also had several re- 
cordings made which advertised 
the merits of some of the specials 
offered and played them following 
the barnyard imitations. 


crowds 


* * * 


They Looked Inside 


On the outside right hand cor- 
ner of an advertising pamphlet 
which he recently sent to his cus- 
tomers announcing a bargain sale, 
an Iowa hardware merchant mime- 
ographed the following in hand 
written letters: “It is said that 
Henry Ford once offered one-half 
interest in the Ford company for 
$500. A man threw away the letter 
unopened, thinking it was just an- 
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other advertisement. Don’t make 
a similar mistake.” The dealer re- 
ported that actual sales traced to 
the advertising folder exceeded all 
others, proving that customers 
induced to open the mail 
piece and read what appeared in- 


side. 


were 


Try It Yourself 

The “show me” boys are 
from Missouri and a_ hardware 
dealer in a small town in that 
state satisfied their curiosity much 
to his advantage. He handled a 
well known line of paint and ad- 
vertised it extensively in his local 
paper. When the customers came 
to the store he took them to a 
corner of his paint department 
where an open pail and a brush 
were at their disposal. He pointed 
to a wide piece of wallboard hang- 
ing near by and said, “Try it your- 
self. See how evenly and smoothly 
the paint spreads. It covers more 
surface and a gallon goes farther.” 








This practical demonstration usu- 
ally convinced the customer and 
he left the store toting his order of 
paint while the dealer’s cash regis- 
ter still echocd the proceeds of a 
good sale. 


The Monkey Wrench 


An Iowa hardware merchant 
constantly keeps his store and his 
merchandise impressed on_ the 
minds of his customers by issuing 








a mimeographed sheet weekly 
7 
a _, 
SJ 
— 
which he calls “The Monkey 


Wrench.” News items are about 
persons who visited the store on 
the previous week and the pur- 
chases they made. There are also 
friendly guips about new babies 
born, unusual farm records, etc. 
Interspersed with these are two 
or three-line ads calling attention 
to various items of merchandise 
with an occasional “extra special 


bargain” being featured. The 
“Monkey Wrench” shares the 
hearts of the home town folks 


with their own weekly newspaper. 


* * * 


Weigh Your Baby 

Farm and city folks are proud 
of their babies and like to see how 
much they weigh. A Minnesota 
hardware dealer placed one of the 
baby scales which he handled near 
the cash register on his counter 
and invited the customers to use it 
free of charge. On a convenient 
chart the ages and weights of vari- 
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ous babies were recorded and mer- 
chandise prizes were awarded at 
the end of each month to the 
proud parents whose offspring 
tipped the scales at the most for 
its age. Customers were highly 
pleased with the opportunity to 
weigh their babies and the idea 
resulted in a decided increase in 
the sale of scales for the store. 


* * 


Roof Inspector 

Once a week a progressive Ohio 
hardware merchant tells his service 
man to take the company truck 
and drive into the country. This 
man watches for buildings along 
the road which show need of roof 
repairs and when he spies one he 
turns into the barnyard. He then 
convinces the farmer that he will 


IMAGINE THAT, 7-8 - YOU NEED A BRAND NEW ROOF! 


be glad to inspect the roof and 
quote him a price for covering 
without obligation. It was sur- 
prising to the dealer how many 
jobs he obtained by using this 
plan. Shortly after he put the 
man on the road, once a week be 
announced him in his advertise- 
ment as “Roof Inspector” and in- 
vited customers to call for a free 
inspection. This idea proved espe- 
cially timely during the dull sum- 
mer months and provided the nec- 
essary revenue to put the dealer’s 
sales well ahead of the previous 
year. 


” * - 


Free Ad Space 

Giving free advertising space to 
other town merchants on a 20 by 
24-in. placard on his counter has 
resulted in a big boost in business 
for an Ohio hardware merchant. 
The dealer’s invitation brought 
advertising from ten non-compet- 
ing stores and got farmers into 
the habit of calling to inspect the 
board. The idea made the other 
merchants boosters for the hard- 
ware firm and their recommenda- 
tions on purchases resulted in 
many additional sales. It also in- 
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duced farmers to visit the hard- 
ware store first, where the owner 
had an opportunity to sell them 


mre 
ee Soave 
— 





before they went in quest of the 
specials in other lines listed on 
the placard. 


co * * 


Overhauls Used Stoves 

Not a used stove taken as a 
trade-in ever leaves the hardware 
store of a Sturgeon Bay, Wis., 
dealer without being completely 
overhauled. Particular attention is 
paid to the fire boxes of wood and 
coal-burning models. If necessary 
new parts are installed. The old 
sections are painted a dull red 
color but the new ones added are 
left untouched. This proves to 
the customer that new parts have 
been installed and the general 
appearance of the firebox gives 
evidence that it will provide many 
years of service. “We are well 
repaid for our extra work and 
care,” reports the dealer, “for the 
premium we can get because the 
stove is in good condition. Fur- 
thermore, we do not make enemies 
among unsatisfied customers who 
may purchase a used stove from 
us and find that it needs repairs 
within a few months.” 


‘ 


* * * 


Carving Lessons 


A young man residing in a 
Nebraska town showed consider- 
able adeptness at carving and the 
local hardware merchant made an 
agreement to engage him for one 





week to do his work in the win- 
dow and to give lessons to those 
interested who gathered inside the 
store. He attracted curious crowds, 
got a lot of young boys and men 


interested in the idea and put new 
life into the cutlery department 
of the store. 


Easter Rabbits 


Another unusual window dis- 
play employed with success by a 
California hardware merchant last 
spring was to place five live rab- 
bits in his window several weeks 
previous to Easter. He had a 
seamstress make jackets for the 
bunnies and on them painted in 
red letters numerous catchy ad- 
vertising slogans which boosted 
the store merchandise. Hundreds 
of noses were constantly pressed 
against the pane as_ crowds 
watched the antics of the rabbits 
attired in their advertising garb. 


| a 


ANOTHER JOZEN RABBIT DIAPERS RIGHT AWAY PLEASE 


On the day before Easter the 
bunnies were given away to boys 
and girls who wrote the best slo- 
gan which exemplified the store’s 
service to the public. 


+ . « 


Shooting Gallery 


There are some pretty crack 
shots in the heavily wooded sec- 
tion near a Michigan town in 
which an aggressive merchant op- 
erates a successful hardware store. 
In order to stimulate greater in- 
terest in his guns and ammuni- 
tion department he rigged up a 
shooting gallery in the back lot 
occupied by his building and in- 
vited his customers to compete 
against each other in plopping 
over a variety of moving targets. 
The person making the best score 
over the period of a month was 
rewarded with a handsome .22 
calibre rifle. The stunt had the 
entire trade territory talking about 
the store and the guns and am- 
munition department showed a 
real spurt in sales. Incidentally. 
it served to keep the store in the 
minds of a large section of the 
masculine population. 


HARDWARE AGE 





American Industry 


Must Assume Leadership That Will 
Avoid War and Build for Progress 


ALDEN P. CHESTER 


\ V ILE Europe is 


butchering itself, one thought stands 
out unmistakably. This country must 
not become involved in war. Dis- 
illusioned as we are from our last 
venture in making the world safe 
for democracy, there is no doubt 
about the unanimous American de- 
sire for peace. But it would be short- 
sighted to assume that the present 
attitude would not change if we 
failed to work continuously against 
the influences which might drag us 
into another conflict overnight. 

We must not lose sight of the fact 
that American industry has come 
through seven years of terrific lam- 
basting at the hands of politicians. 
Remember that for seven long years, 
we have been painted as the villains 
responsible for all of the aches and 
pains the country has suffered dur- 
ing the depression. Without extra 
vigilance on our part, it is only one 
further step to the point of being 
pictured as the element which would 
push this country into war for the 


*In his address as president of the 
Institute of Cooking and Heating Ap- 
pliance Manufacturers, at Cincinnati, 


Ohio, Dec. 14, 1939. 
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Politicians must not be permitted to charge 
business for responsibility for actions that 
lead to participation in war. We should return 
to the old American formula that work and 
industry make for sounder progress than plans 
for regimentation by dictatorial bureaucracies 


By ALDEN P. CHESTER* 


Vice-President, 
Globe-American Corp. 
Kokomo, Ind. 


sake of a 2 per cent dividend. It is 
our definite responsibility to pro- 
vide the leadership which will avoid 
war. 


Domestic Troubles 


We are also confronted with the 
sorriest domestic mess in American 
history. This fact is old but it is 
worth stressing again. It is the first 
time in our history that we have ac- 
tually lost ground over a 10-year 
period. The groundwork of our 
trouble was laid during the World 
War. Failing to read the signs we 
rushed headlong into the “roaring 
twenties” and went completely hay- 
wire when we lost sight of all the 
basic American precepts. Everyone 
of us got a taste of the Wall Street 
idea that we could make a living 
without working for it. It was the 
great “something for nothing” era. 
It was merely a matter of pushing 
buttons—and taking the profits. We 
all had a thousand lessons in history 
to prove that it was impossible—but 
we weren't reading history in those 
days. We were too busy taking easy 
Well--we know what hap- 


“ 


money. 


pened when history caught up with 
us just ten years ago. Those of us 
who didn’t have guns with which to 
blow out what was supposed to be 
brains sank into another sort of 
oblivion. We submitted to the ensu- 
ing wave of political medicine men. 

Too chagrined at our own short- 
sightedness to keep our feet on the 
ground and fight for common sense, 
we abdicated completely to the brain- 
trusters—the political fixers. There 
followed an even more amazing and 
un-American period. With business 
and industry dazed and spineless, 
and with the American people venge- 
ful and frantic, the economic medi- 
cine men prescribed a series of treat- 
ments. We traded the “roaring ’20’s” 
for the “gambling °30’s.” We still 
couldn’t get our feet on the ground 
or find a trace of horse sense in the 
American scene. When I get to this 
later phase of our backsliding, words 
simply fail me. This isn’t the Amer- 
ican system we have been following 
since the close of the World War. 
The ’20’s—with their delusions of 
grandeur—were no more the real 
American system than have been the 

(Continued on page 143) 
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WESTERN CONVENTION 


Proposes Policies to Improve 





Officers, board of directors and past presidents of the Western Retail Implement and Hardware Ass’n, left 
to right, front row: W. E. Cole, Bethany, Mo.; A. A. Doerr, Larned, Kan.; F. Ackarman, Sedan, Kan.; Clar- 
ence Waters, Junction City, Kan.; Eddie Potter, Macon, Mo., president; Frank H. Spink, Kansas City, Mo., 
secretary; George S. Straight, Eureka, Kan., vice-president; I. L. Thatcher, Kansas City, Mo., editor of Im- 
plement-Hardware Bulletin. Rear row: J. D. Reynolds, Carthage, Mo.; Fred L. Taylor, Lyons, Kan.; F. E. 
Millner, Miami, Okla.; M. M. Smith, Clay Center, Kan.; Lee Oldham, Leoti, Kan.; L. H. Dunton, Arcadia, 


Kan.; R. R. Smith, Wakita, Okla.; Sam Zuercher, Wichita, Kan.; J 


I HE Western Retail 


Implement and Hardware Associa- 


tion has passed the first milestone 


of its second half-century of service 
to the implement-hardware trade of 
the mid-west. This organization, 
oldest and largest among the retail 
hardware groups, held its 5lst an- 
nual convention and exhibit at Kan- 
sas City, Mo., Jan. 16 to 18, 1940 
with headquarters at the President 
Hotel and sessions, an exhibit and 
other special features at the Kansas 
City Municipal Auditorium. Despite 
severe weather and difficult road 
conditions throughout Missouri, Kan- 
sas, Oklahoma and surrounding 
area, attendance was above the 2,000 
mark. 

The convention went on record in 
favor of a fair-trade law for Mis- 
souri; urged further support to 4-H 
club activities; called upon whole- 
salers not to compete with their 
dealer-customers by engaging in un- 
ethical retail sales at wholesale 
prices; endorsed the principle of 
National Hardware Open House and 
called for various reforms in con- 
nection with manufacturer-dealer re- 
lations in the distribution of farm 
implements giving particular empha- 
sis to the importance of observing 
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better trade-in regulations and cur- 
tailing direct competition with deal- 
ers by implement manufacturers. 
Details of the resolutions which also 
included a strong declaration to 
avoid American participation in the 
present European War are offered 
elsewhere with this report of the 
convention. Past president Fred 
Ackarman, Sedan, Kan., headed the 
Resolutions Committee. 


Committee Reports 

Equally important was the report 
of the Hardware Trade Relations 
Committee, which committee was 
headed by past president Sam Zuer- 
cher. Wichita, Kan., and the report 
of the Power Farming Trade Com- 
mittee whose chairman George B. 
Straight, Eureka, Kan., was later 
elected vice-president of the West- 
ern. These reports provide distribu- 
tion practice codes for both hard- 
ware and implements designed to 
make more profitable operations for 
both producer and distributor. They 
are also given, in detail, elsewhere 
with this report. 

President L. H. Dunton, Arcadia, 
Kan., presided throughout the con- 
vention and was succeeded, in office, 
by Eddie Potter, Macon, Mo., who 


M. Witten, Trenton, Mo. 


has served on the board of directors 
for several years. Mr. Dunton was 
elevated from the vice-presidency 
upon the death of President J. R. 
Whitla, Edgerton, Kan., last April. 
Appropriately, President Dunton 
opened the convention with a tribute 
to the late Mr. Whitla which was 
followed by the singing of Mr. Whit- 
la’s favorite hymn by the Western 
Peerless Quartette which as usual 
provided music at all sessions. 
Declaring outlook for the hard- 
ware and implement business ex- 
ceedingly good, Mr. Dunton in his 
address as president said, in part: 
“Times and problems change. We 
approach a new era. Every year for 
the past 50, just such a group of 
men as are here assembled have, in 
some wise, approached a new era, 
attacked new questions with calm- 
ness and with analytical detachment. 
“Every year, no doubt, there has 
been the alarmist tendency to view 
business as bent on disaster, to doubt 
the eventual return of the Golden 
Age to the retail trade, a time which 
careful historians, to this day, have 
some difficulty in affixing a date. In 
1849, Disraeli declared, in industry. 
commerce, and agriculture there is 
no hope. In 1940, I doubt if there 


HARDWARE AGE 


semepton, 


> RR. gre 9 roe 














ft 
ir- 
D., 
n- 


ia, 


mn 





SELENE oI 


Pp a 





The Western Peer- 
less Quartette left 
to right: 
Clyde Bishop, 
Chanute, Kan.; 
Sam Zuercher, 
Wichita, Kan. 
Pete H. Zuercher, 
Macksville, Kan. 
and Fred L. Taylor, 
Lyons, Kan., with 
Mrs. Fred Taylor 
at the piano. 


is one among us who has not com- 
plained that the day of the inde- 
pendent merchant is waning, right 
in the face of the fact that 86 per 
cent of all retail stores in the United 
States are independently owned and 
are doing two-thirds of the retail 
business. 

“We need, first, perhaps, to under- 
stand our place in the economic pic- 
ture, to examine what passes for 
truth in our country. We are, first, 
Americans, owning and operating 
retail business for our own profit. 
Scarcely a country can be noted in 
the world where business is as un- 
inbibited as it is here. Taxes, though 
high, do not compare with those in 
European countries now at war. And 
yet, it has become a practice with 
us to cry to the government for help, 
and to complain when we get it, to 
demand that Congress punish the 
chains for selling a lot of merchan- 
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Hardware-Implement Distribution 


Western Retail Implement and Hardware 
Association holds 51st annual meeting 


and exhibit at Kansas City, Jan. 16-18 





dise we should be selling if we'd 
only cleaned up, painted up, stocked 
up a decade or so ago. The greatest 
threat to our free competitive system 
lies in governmental restriction. And 
we’ve been asking for it in the name 
of alms for the indigent. When, if 
ever, did assistance come without 
control in its wake? 


Be Prepared! 


“I do not pretend to be an econo- 
mist; I do admit to being prejudiced, 
as is natural with any independent 
merchant, in favor of the American 
system of free merchandising. The 
doubtful threat of the consumer co- 
operative, the multiple instances of 
the government’s actually engaging 
in business formerly operated by 
tax-paying individuals, the fruitless- 
ness of the recent conferences in 
Washington with the small business 
men, together with a score of price- 


Courtesy 
Kansas City 
(Mo.) Journal 


fixing, neW-taxing kinds of schemes 
do certainly concern you and me 
and our common means of liveli- 
hood. If we would retain the bound- 
less opportunity of free enterprise, 
it may shortly be prudent to prepare 
to defend it. 

“T hold, with you, a profound faith 
in free enterprise. My faith does 
not exclude the advisability of 
changes—changes which do not de- 
feat the free system itself. Let us 
look to methods designed to impreve 
our established way. I am a staunch 
admirer of the work that has been 
done in vocational agriculture in our 
schools under the Smith-Hughes law. 
Not two of us could agree, probably, 
on the meaning and the worth of the 
many governmental plans tried, or at 
work, to help the farmers. But, I 
believe, all of us will agree and com- 
mend the success of the Future 
Farmer boys who exhibit at the 
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OFFICERS AND DIRECTORS 
WESTERN RETAIL IMPLEMENT AND HARDWARE ASSN 
Elected at Kansas City, Mo., Jan. 18, 1940 


President 
Eddie Potter, Macon, Mo 


Vice-President 
George S. Straight, Eureka, Kan 


Directors 
Clarence G. Nevins, Dodge City, Kan 
R. R. Smith, Wakita, Okla 
Lee Oldham, Leoti, Kan 
Clarence R. Waters, Junction City, Kan 
Sam Zuercher, Wichita, Kan 
L. H. Dunton, Arcadia, Kan. 
J. M. Witten, Trenton, Mo 
Roy Osborne, Kiowa, Kan 
Tom Dyche, Kansas City, Mo 
Fred Ackarman, Sedan, Kan 


Secretary-Treasurer 
Frank H. Spink, Kansas City, Mo 





American Royal in their youth, and 
who make better farmers in their 
maturity. It surprised me to learn 
no more than a month ago of the 
George-Deen Act, a law which pro- 
vides for distributive education 
salesmanship, business management. 
art of display, laws affecting busi- 
ness, and many others. Under its 
provisions these vocational courses 
may be taught in high schools. 
junior colleges, night schools, and 
colleges to assist young merchants 
and salesmen in the same way that 
the Smith-Hughes Law has assisted 
young farmers. 

“Many of us here from the coun- 
try districts have seen the old gen- 
eral merchandise store divided into 
single-line establishments; we have 
lived through the days when the 
building of hard-surfaced highways 
was supposed to ruin the small 
towns and destroy their business op- 
portunities; we are beginning to en 
joy the movement of business to the 
smaller towns and to the suburban 
stores. Many enterprising dealers 
have discovered that these fine con- 
crete roads run both ways. Business 
may be brought, by means of them. 
to the doors of merchants in small 
and medium-sized towns who realize 
their natural advantages: no park- 
ing problems for customers, lower 
rents and overhead costs, friendly 
salesmanship served up with good 
old country hospitality. 

“If we can be wise enough—these 
natural advantages having given us 
a second chance—to learn our lesson 
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from the chains and the city stores 
of keeping larger stocks of better- 
displayed goods, emphasizing our 
big units, knowing our lines, we 
don’t need any laws passed to stale- 
mate our competitors. Legislation 


probably wouldn’t improve our sales- 
manship much, anyway.” 

Acting Secretary-treasurer, Frank 
H. Spink. Kansas City, Mo., who was 
prevailed upon to continue in that 
capacity until some permanent ar- 
rangements are made for that office 
reported 172 new members and told 
of improved services planned by the 
association for its members. He out- 
lined the work of the headquarters 
staff. stressing the advantages that 
were present incident te moving the 
offices to the Scraitt Bldg., in Kansas 
City, Mo. 

Geo. Catts, executive manager. 
Kansas City Chamber of Commerce. 
and J. B. Dowd, Oliver Farm Equip- 
ment Sales Co., and president of the 
Kansas City Implement Hardware 
and Tractor Club, made brief ad- 
dresses of welcome and invited the 
convention to keep on returning to 
Kansas City as it has for 51 years. 

W. L. Clark, vice-president of J. I. 
Case Co., and president Farm Equip- 
ment Institute, urged dealers to have 
greater pride in their calling and to 
improve their merchandising meth- 
ods akin to the modern selling com- 
mon to the motor car dealers and to 
the more successful distributors of 
other major items, with well ar- 
ranged display rooms, implements 
completely assembled for demon- 
stration, outside selling and more in- 


Farm Implement Trade Relations 


A report of the Western Association's Power Farming Trade 
Relations Committee, presented to that body by Chairman 


Geo. B. Straight, Eureka, Kan. 


\ TITHOUT question implement 

manufacturers recognize that a 
prosperous dealer is far more profitable 
to them than a large volume dealer 
working on a small profit or no profit 
basis. Your committee asks the rep- 
resentatives of the manufacturers to 
carry to the new and _ inexperienced 
dealer the caution of some of the pit- 
falls in the farm equipment business. 
and to caution some of the older deal- 
ers that excessive trade allowances and 
craving of volume are not always the 
most profitable methods of increasing 
the bank account. 

The following subjects were dis- 
cussed: 

1. It is rumored that several of the 
larger implement manufacturers and 
distributors are not publishing a sug- 
gested retail price list for the 1940 
season. The securing of the publishing 
of these suggested retail price lists is 
one of the accomplishments of our or- 


ganization, and we consider it a very 
important one. There are so many new 
dealers since the introduction of power 
farming equipment and many of them 
have had no previous merchandising 
experience and are more or less at a 
loss to know how to arrive at a retail 
price to provide for overhead and a 
legitimate profit. If suggested retail 
price lists are not issued, it appears to 
me, it could lead to much confusion 
and more or less demoralization in the 
farm equipment industry, and we think 
it is already in such a condition, and 
that many dealers are now operating 
at a loss. Automobile manufacturers 
have used retail prices and published 
same for years and we can see no rea- 
son since it has been so successful for 
them why the implement makers desire 
to discontinue it. 

2. Another important subject is over- 
crowding of territory, or the placing of 

(Continued on page 140) 
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telligent trade-in allowances. He 
also called for better reconditioning 
of used equipment intended for re- 
sale following a trade-in. 

Saying that any form of govern- 
ment regulation becomes despotic. 
Mr. Clark said “You can’t regulate 
only the other fellow with codes and 
rules.” He opposed fair-trade activ- 
ities because he said the blanket 
contract features of such legislation 
was a definite form of regimentation. 
He called for better knowledge of 
selling territories and for a study of 
the needs of each area that better 





W. GIBSON CAREY, JR. 
President, Yale & Towne Mfg. 
Co., and of the U. S. Chamber of 
Commerce, whose address at the 
Western Convention will be pub- 
lished in the next issue of HARD- 
WARE AGE, dated Feb. 22, 1940. 


selling could help make 1940 a more 
profitable implement year. 

Tom Collins, assistant to the pub- 
lisher of the Kansas City Journal, 
brought the session to a close with 
a semi-horse-sense and humorous 
talk that had everybody laughing 
heartily. He stressed, in his few 


more serious moments the great 
need for enthusiasm in following 


our daily tasks and in facing out 
business problems—enthusiasm _ to 
improve with sufficient curiosity to 
want to learn how to improve our 
conditions and our result. 

At the Wednesday session Alton 
Gumbiner, attorney for the associa- 
tion, spoke on the subject “Ancient 
Prophets and Modern Losses.” deal- 
ing with accounting 
quired both for tax reasons and for 
the efficient conduct of a business. 

W. Gibson Carey. Jr.. president 
Yale & Towne Mfg. Co.. and presi- 
dent of the U. S. Chamber of Com- 
merce, made the principal address 
of the session discussing the drastic 
need for unhampered business de- 

(Continued on page 138) 
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Hardware Trade Relations 


A report of the Hardware Trade Relations Committee of the 


Western Association, presented to that body by Chairman Sam 


Zuercher, Wichita, Kan. 


4 bs retail hardware dealers of the 
Western Association along with 
dealers of other sections are today con- 
fronted with many problems of suf- 
ficient magnitude to arrest the attention 
of a Trade Relations Committee for not 
one afternoon, but for many hours and 
many days, and unless their efforts are 
properly directed, possibly very little 
can be accomplished; at least that is 
the way some of us feel. It is not my 
purpose to bore you with a lot of prob- 
lems that are usually discussed at such 
a meeting; in fact, some would not 
look good in print. Nor would they 
sound good to repeat from this plat- 
form. 

One problem discussed which needs 
no action other than that recommended 
by the committee is the increasing 
practice of manufacturers of standard 
brand hardware items selling to food 
dealers and others to be given as pre- 
miums with sale of their products. We 
urge all dealers to write direct to the 
manufacturer protesting this practice. 

We have chosen this year to concen- 
trate our thought and effort on the one 
problem which seems most vital and in 
many sections of our territory is threat- 
ening slowly but surely to eliminate the 
retail hardware dealer. We believe and 
realize that the time has come when 
the hardware jobber in order to keep 
up his volume and to maintain his place 
in the system of distribution, must call 
upon and sell industrial concerns such 
merchandise as they use in the course 
of the natural operation of their busi 
ness. We also believe that in orde: 
to expand and enlarge theit volume 
and net profits, we should look with 
favor upon the jobber regularly selling 
the garage man or any other legitimate 
retail dealer who maintains a place of 
business and has an investment in a 
stock of merchandise. He should be 
sold such items as he stocks for re- 
sale. The serious problem that arises 
out of these contacts is that the jobber 
not only sells the garage man such items 
that he stocks for resale, but also such 
items as washing machines, gas ranges. 
ete., which he does not stock, but which 
he buys for his own use. One member 
of our committee reported that just 
before Christmas time, one jobber’s 
salesman called upon a tire dealer in 
his town, and not only sold him all of 
the gifts for his own family, but called 
in the one-half dozen employees and 
explained to them that it was not neces- 
sary for them to go to the retail hard 
ware dealer, that he would sell them at 
wholesale. This is just one of many 
such happenings. The result is that 


almost everyone has a connection some 

where to buy at wholesale their needs. 

Some one has said that “only a sap pays 

retail.” 

We firmly believe that a dealer with 
an investment should be protected and 
recognized. We do not favor the ac- 
tion of dealers in some sections of our 
country where they have banded _ to- 
gether to form their own buying or 
ganizations, or where they have estab 
lished their own jobbing house to be 
able to combat the situation from a 
competitive standpoint, and to control 
more or less the buying habits of the 
consuming public. 

We do believe that the situation has 
now reached the point where it is 
serious enough that just talking it over 
from time to time will no longer sat- 
isfy our membership. Therefore, with 
the approval of this body, we would 
like to ask the hardware jobbers in out 
territory to observe one rule which we 
believe will gradually have its influence 
of directing into proper channels the 
sale of hardware items both large and 
small. 

We do not ask that our jobbers re- 
frain from selling the butcher, baker 
and others that approach them. The 
temptation seems too great. We have 
tried to control their sales policies in 
telling them where they shall sell and 
where not to sell for years, and the 
problem is not yet solved. What we 
want them to do is to establish a price 
for this non-stocking dealer who buys 
for himself, his friends, employees and 
relatives, which will give the hardware 
dealer a small commission on such sales. 
Our committee would be glad to confer 
with a like committee of jobbers to 
determine what the dealer’s commission 
should be on various commodities. For 
example—you as a hardware dealer 
without a stock of auto tires would be 
unable to purchase tires for your own 
use at the price that the tire man pays. 
We further recommend that our job- 
bers frankly explain to the consumer 
that the transaction must be handled 
through a recognized dealer and giving 
them the privilege of naming the dealer 
to whom the invoice and credit memo 
should be sent. 

We believe if this plan were adopted 
by the jobber, he could definitely es 
tablish friendly relations with dealers 
receiving a small credit-memo once in 
a while—at least, the reaction would be 
very much different than when the 
dealer has discovered that his friends 
and customers have purchased at whole- 
sale, and he is left out on a limb with 
his stock. 













ET SEB 


| gas. ~ aera 






ARDWARE AGE 






































New Afpliances Which W121] Provide | La: 


A six cubic-foot refrigerator with a hermetically sealed unit 
to retail at $89.95 is being presented by the Gibson Electric i 
Refrigerator Corp., Greenville, Mich. This model is newly ? 
designed inside and out. Included in the line is a new “Super 
Freez'r’’ shelf model for the replacement market. This model 
has a frozen food storage zone. For the moderate income 
groups there is Model CU-630, illustrated, with a vegetable 
bin and two of Gibson’‘s exclusive “Jack Robinson” ice cube 
trays. This model retails for $119.95. Model CA-630 wiih 
porcelain line and porcelain door for the freezing unit retails 
for $99.95. Model CF-630, a “Freez’r’ shelf model with a 
vegetable bin and a new crisper with glass cover retails 
for $139.95 








Right—General Electric Co, 
Bridgeport, Conn., is presenting three 
new lines of refrigerators which of- 
fer in many models increased ca- 
pacity and operating efficiency as 
weli as greater food preserving 
ability over its last year’s models 
Controlled humidity and a newly 
developed air filter is being intro- 
duced. In the new group is a low- 
priced 8 cu. ft. model designed 
particularly for rural customers. The 
new lines consist of a “four,” three 
“fives,” four “sixes,” three “eights,” 
a “twelve,” and a “sixteen.” Thir- 
teen new models are offered in the 
three regular series in addition to 
three miscellaneous models retained 
from 1939 





Left—Features of the 1940 refrigerators line of the Norge 
Division, Borg-Warner Corp., Detroit, Mich., include a sealed 
Fast-Freezer for ice and frozen foods; double width tray for 
more ice or frozen desserts; “Ice-O-Bar” to release ice cubes 
quickly; flexible interior; “Handefroster” to simplify defrost- | 
ing; “Coldpack”; sliding shelves; glass covered “Hydravoir’ 
to keep vegetables crisp; sliding, glass-covered dairy and 
fruit drawers; new door panel to cut heat losses and a 
cellaret” in the lower compartment for reserve food supply 
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Larger Unit Sales Opportunities 





Right—Model 8-40 of the Frigidaire Division, General Mo- 
tor Sales Corp., Dayton, Ohio, has a shelf area of 16.3 cu. ft. 
and food storage capacity of 8.1 cu. ft. Five ice cube trays 
make 12 lbs. of ice. This model retails for $284.50, and is 
designed for those who require added food storage space 
and greater ice cube capacity. 



































Left—The entire 1940 refrigerator 
line of the Westinghouse Electric & 
Mfg. Co., Mansfield, Ohio, consists of 
three ‘Aristocrat’’ models, two host- 
ess models for the medium income 
group, and four special models 
including three and four-cubic foot 
models, especially suited for multipie 
dwelling instaliations. “Tru-Zone” 
cold is the new refrigerator feature. 
This is a definite temperature in 
each of the five food-keeping zones 
for each setting of the “True-Temp’” 
control, Operating this control, the 
user dials the main food compart- 
ment temperature, and the correct 
temperature holds constant in each 
of the five zones of cold in the re- 
frigerator. 





Right—Newest innovation in the 1940 refrigerator line of 
the Kelvinator Division, Nash-Kelvinator Corp., Detroit, Mich., 
is the “Moist-Master’ system, standard on three models— 
the HS-6 (6.00 cubic foot) the HD-6 (6.1 cubic-foot) and the 
HD-8 (8 cubic-foot). By providing the right degree of humidity 
for the preservation of foods, the new development is said 
to lengthen greatly the period of time which foods can be 
kept in uncovered dishes. New designing of the Kelvinator 
models stresses simplicity. All 1940 models have the “Pola- 
sphere” which is said to be a powerful, economical and 
trouble-free unit. The line starts with a six-and-a-quarter 
cubic-foot, low-priced leader, which retails for $119.95, Model 
SS-6, illustrated, first of the “five big sixes.’ Other models 
range in price from $139.95 to $239.95. 
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Refrigerators 


1—In the Model 88 refrigerator of 
The Jewett Refrigerator Co., Inc., Buf- 
falo, N. Y., a relative humidity of 80 
to 90 per cent is maintained in the 
2 cu. ft. compartment which is sealed 
from the evaporator. Cooling is 
achieved by conduction. Tempera- 
tures are 4 to 6 deg. higher than in 
the main compartment. At normal 
control setting, the one cubic foot 
cold storage compartment maintains 
an average of 4 deg. Frozen food 
temperatures of less than 15 deg 
can be maintained even under ex- 
treme conditions. 


2—In its 1940 Electrolux models, 
Servel, Inc., Evansville, Ind., offers 
new cabinet styling and an interior 
which permits dry or moist cold for 
refrigeration, as desired. The re- 
frigerator may also be operated with 
kerosene, bottled gas or tank gas. 
Ice cube trays in all de luxe models 
have flexible metal grids that permit 
moving of all cubes at once or one 
at a time. Trays are removed by a 
trigger release. 


3—The Leonard Division, Nash- 
Kelvinator Corp., Detroit, Mich., an- 
nounces a new line of refrigerators 
including five sixes and three eights, 
and featuring a new six No. LSS-6, 
shown, to retail for $119.95. Among 
the features of the line are a new 
‘Hi-Humid” system of controlled 
humidity. The LSS-6 has a full 6.25 
cu. ft. capacity and 11.5 sq. ft 
of shelf area; finger-tip regulation of 
freezing speeds; two extra-fast freez- 
ing shelves with four freezing trays 
and an ice capacity of 84 cubes. 


4—The 1940 “Speed Queen” re- 
frigerator line of the Barlow & Seelig 
Mfg. Co., Ripon, Wis., will feature 
low prices. The line consists of 4, 
6, and 8-ft. units in standards, de 
luxe and super de luxe models. The 
super de luxe models, known as the 
“U" series, have a twin freezer—one 
compartment for ice cubes, and the 
other for meats, fowl, desserts, etc 
Illustrated is the 6-ft. super de luxe 
U640 with the twin-freezer unit. 


5—Heinz & Munschauer, Buffalo, 
N. Y., in its “Dayton” electric re- 
frigerators feature the “Speed 
Freezer,” an oversize frozen food 
compartment with an_ individual 
snug fitting door to conserve the 
extreme low temperature. Cube 
trays are set directly on the freezing 
surface. Cubes are easily popped 
loose by a quick mechanical re- 
lease. A dual position ‘Meat 
Keeper,” designed to slide easily on 
rounded runners also provides extra 
room for storing extra ice cubes 
Numerous shelf positions to accom- 
modate various size foods are pro- 
vided by dual position shelf supports 
and lift-out shelf sections. In the 
lower section of the refrigerator is 
located a new convenient, drawer- 
type, non-refrigerated dry storage 
compartment for vegetables, cans, 
etc. The complete line includes two 
4-ft. models, two 5-ft. models, four 
6-ft. models, two 8-ft. models and 
one 10-ft. model. 
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Refrigerators 


1—Gale Products, Galesburg, IIl., 
announces a 1940 refrigerator line 
which, in its special series, includes 
a four, a tive, and two sixes to retai! 
from $89.50 to $129.50, and two 
eights; a special line which includes 
two fours, two fives and four sixes 
in a price range from $119.50 to 
$169.50, and two eights, in its de luxe 
series. Outstanding features are a 
“Meat Keeper”; sliding shelves; 
porcelain containers, and a vege- 
table bin. Model RGC64, illustrated, 
retails for $169.50; has two standard, 
two ejector, and one dessert tray; 
sliding twin hydrators and meat 
keepers; shelves—dip, tilt, offset, 
sliding, all-glass utility; thermometer, 
and storage bin. Gale also an- 
nounces a “Kit” plan which enables 
the dealer to cut his inventory; keep 
a flexible inventory, and provide his 
prospects with a wider selection of 
models. 


2—For 1940, the Edison General 
Electric Appliance Co., Inc., Chicago, 
Il., is offering 14 Hotpoint refrigerator 
models. Each group provides a 
complete range of capacities to care 
for food storage requirements of all 
households. New “Thermocraft’ in- 
sulation is used throughout the line. 
Hotpoints five zones of cold provide 
for every type of freezing or food 
storage. New this year is the “Air 
Purifier,” mounted behind the six- 
way cold storage compartment This 
device prevents the circulation of 
food odors. Some models are equip- 
ped with a food safety gage which 
tells whether cabinet interior tem- 
peratures are right. The “Thrift- 
master,’ equipped with forced draft 
cooling, continues in this year's 
models. 


3—Thirteen models in five series 
comprise the 1940 “Shelvador’’ elec- 
tric refrigerators of The Crosley 
Corp., Cincinnati, Ohio. Prices on 
the special line of “Shelvadors’’ 
range from $99.50 for the three-cubic 
foot table model to $137.50 for the 
six-cubic foot models. List prices on 
the regular and de luxe models are 
not available. The ‘Freezercold’’ is 
an important feature of the new line. 
This is a separate department for 
storing frozen foods. Both have a 
capacity of 20 lbs. All models have 
18-point temperature control. A new- 
ly improved quick release tray 
snaps ice cubes out quickly. 


4—The 1940 refrigerator line of the 
Stewart-Warner Corp., Chicago, com- 
prises 12 new models. The principle 
of the “Dual-Temp” refrigerator has 
been extended to include three 
models for 1940, each model with a 
freezing locker for frozen foods. 
Model 860, shown, has a vapor- 
sealed, all-steel welded cabinet. It 
is 6.6-cubic foot capacity number 
with a shelf area of 17 sq. ft. Equip- 
ment includes a sterilizer ray lamp; 
illuminated 16-point cold control; six 
ice trays; glass door on freezing 
locker and automatic dome light. It 
makes 84 cubes or 12 lbs. of ice. 





FEBRUARY 8, 1940 























Right—This washer, No. E2840 
without pump and E3840 with pump, 
offered for 1940 by Landers, Frary & 
Clark, New Britain, Conn., for a 
limited time will retail for $59.95: It 
has a large family size, full 8-lb. 
capacity tub; simplified mechanism; 
new design strainer to prevent clog- 
ging of pump; new design wringer 
that locks in six positions; improved 
heavy duty agitator. Pump is friction 
driven which operates only as 
needed 


Washers 


Left. Included among the 1940 washer models of 
The Dexter Co., Fairfield, Iowa, is Model 406-E, il- 
lustrated, a 45th anniversary special to retail at $99.50 
plus the consumer's old washer. This twin-tub model 
washes, rinses and wrings at the same time. Tubs are 
coated vitreous enamel inside and out, have cleansing 
cleats and are completely rubber-cushioned. Wringer 
has streamlined frame and gear-head cast in one-piece 
rust-proof aluminum. Transmission is a duplex unit in 
sealed, cast-iron case, forced feed lubrication to each 


moving part. 





The entire 1940 line of the Voss 
Bros. Mfg. Co., Davenport, Iowa, is 











Left—In the 1940 “Speéd Queen” line, the 
Barlow & Seelig Mfg. Co., Ripon, Wis., 
features new styling, oversize tub; im- 
proved finish; automatic timer; heat gage 
for water; rubber mounting throughout for 
quiet operation; all-aluminum rust-proof 
wringer; improved wringer post design; im- 
proved clutch control; exclusive high pres- 
sure water pump; dual wringer lock re- 
lease; automatic cord reel. There is no 
increase in retail prices. Model 800 is 
illustrated. 


Right—The 1940 washer line of the Norge Division, 


include 


being offered at new low prices and 
long dealer margins. The new 
models include a promotion model 
to meet extremely low-price com- 
petition. Two models feature the 
“Electro-Safe” wringer which- brings 
the rolls to a stop, turning off the 
power immediately. Other features 
of the line are: “Suds Washing” ac- 
tion, interchangeable agitator, float- 
ing (top) ‘Flex-O-Klean” (bottom), 
and ball bearing, self-lubricating, 
sealed transmission. Model 40-B, 
electric retails for $59.95; gas engine, 
$79.95. Model 40-C electric, with 
“Electro Safe’ wringer, retails for 
$69.95; gas engine, $89.95. Model 
40-D, electric with “Electro-Safe” 
wringer retails for $79.95. 


Borg-Warner Corp., Detroit, Mich., features 
larger tubs; ‘“Norcelain” agitator—no metal-to-clothes 
contact; new “Norcelain” finish drainboard and “Auto- 
built” transmission. Illustrated is the “Royal Mono- 
gram Supreme,’ Model SW-84, which has a tub capac- 
ity of 26 gal.—to the water line, 20 gal. 
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side controls. 


tween tub and tank. 
with cut-off control. Model 85, is the same as No. 86 
but smaller in size. It retails for $99.95 
No. 402 has a streamlined wringer and over-size tub 
retails for $59.95. 














Blackstone Mfg. Co., Jamestown, 


N. Y., will announce a new auto- 


matic washer about April 1. This 
washer is entirely new in both prin- 
ciple and design. It utilizes the 
proven agitator washing method 
The Blackstone unit washes, rinses, 
blues and damp-dries automatically 
It can be installed anywhere. The 
cabinet which is designed to match 
modern kitchen fixtures, opens on 
iop. Washing period may be ad- 
justed for 5, 10, 15 or 20 minutes 
duration. When set for a five-minute 
period the complete laundering cycle 
is accomplished in 20 minutes. The 
washer employs a flush rinse in ad- 
dition to the regular spin-rinse cycle 
Immediately following the washing 
period, the Blackstone introduces a 
pressure spray which floats the scum 
and suds off the top of the washing 
water while agitator is still in ac- 
tion. Mechanism and tub are so 
mounted as to absorb all vibration 
preventing its transmission to the 
cabinet. Retail selling price is 
$179.50. Deliveries will be made 
about April 1 


Right—The entire line of the Automatic Washer Co., 
Newton, Iowa, has been restyled and streamlined. 
Model No. 86, illustrated, retails for $109.95. It has an 
oversize tub with a capacity of 8 lbs. 
tub is 24 in. in diameter and 13!/, in. deep. Dryer tank 
is 12!/% in. in diameter and 14%, in. deep. Dryer basket 
assures fast and efficient drying and is equipped to 
reduce vibration to a minimum. Has capacity up to 
8 lbs. Agitator is aluminum, mid-zone type with out- 
All controls are located in “Tower’’ be- 


Left—Features of the 1940 line of The Barton Corp., 
West Bend, Wis., include a plastic agitator that oper- 
ates gently and smoothly and doesn’t discolor or cor- 
rode. This agitator is available on the three top 
models. Other features are a roll-stop wringer and 
wringer post and finger-tip clutch control. 
C60-S, illustrated, retails for $79.95; Model C70-S, for 
$89.95, and Model C80-S retails for $99.95 


the water-deflector tub. 





Bullet-shaped 


Pump is standard equipment 








A third model, 





Left—The Model 400 cabinet wash- 
er announced by Altorfer Bros. Co 
Peoria, Ill., retails for $99.95. It 
features new automatic time con 
trol; six-wing tangent vane “Clen 
silator” set in depressed safety wel 
triple pressure selector with visible 
indicator; polished aluminum drain 
board; exclusive touch release 
wringer locks in six positions, and 
lever to reverse wringer rolls; flipper 
drainboard, and crown top, square 
washing compartment 





ee ae 

— a 
Right—Haag Bros. Co., Peoria, Ill., this - Tw 
year is offering its new washer line in a 
price range from $49.50 to $89.50. Model 
No. 72E], illustrated, retails for $89.50. The 
deluxe models have a_  heat-retaining 
jacket wall around the tub as offered in HAAG 
the model shown here. This wall provides 
over 800 cu. in. of air space around the . 
inner tub and checks heat radiation. Other a” } 
features are the wringer with automatic | 
rollstip, oiless bronze bearings, patented i | 





safety feeder, coil spring tension, and 
automatic drainboard. The Haag 1940 line 
includes six single tub models and a twin- il 
tub machine 





Mode! 
Each has 
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l1—-Two 1940 Hotpoint appliances announced by the 
Edison General Electric Appliance Co., Inc., Chicago, 
Ill., are the tumbler clothes dryer Model 101PC71. 2-— 
The ‘Pathfinder’ washer, Model 411CC81, with or with- 
out pump. The former dries clothes by their constant 
movement through clean, warm air. Clothes are damp- 
dried in about 15 minutes, and completely dried from 
30 to 45 minutes. May be installed in any convenient 
location. The washer provides three washing zones. 
“Thriftivator” is of aluminum alloy; wringer has soft- 
rubber rolls and target release. Pressure is adjusted by 
control on top of wringer. Safety feed boards are wide 
and have high sides; automatic tilting drainboard. Motor 
automatically starts when cord is plugged in. “Thriftiva- 
tor’ and pump control is located on skirt at knee level. 


3—"Thor” washers of the Hurley Machine Division, 
Electric Household Utilities Corp., Chicago, Ill., feature 
the triple-duty “Electro-Rinse,’’ a high-speed, non-cilog- 
ging pump which forces water through the clothes for 
sudsing, rinsing, and draining and runs only when re- 
quired. Furnished as optional equipment at slight extra 


78 


cost. Model 9-106ER with “Electro-Rinse” is illustrated 
Thor’’ wringers are 1940 Underwriters Approved and all 
washers carry a lifetime guarantee bond 


Of the two leading models in the 1940 washer line 
of the Easy Washing Machine Corp., Syracuse, N. Y., 
one (6) is a spinner-type washer, No. 6SS4 which lists 
at $99.95 and the other (4) is a wringer-type, No. 484 
which lists for $69.95 in the East. Both have “Spiralator’’ 
washing action. The “Easy” electric pump that removes 
water automatically when washing is completed is 
standard equipment on all “Spindrier’ models and op- 
tional on all wringer models at slight extra charge. 


5—Bendix Home Appliances, Inc., South Bend, Ind., is 
offering its Standard and De Luxe models to retail at 
$159.50 and $179.50, respectively. These washers auto- 
matically wash, rinse and damp-dry. There are no ex- 
posed moving parts. The lower-priced standard model 
employs all the Bendix automatic features differing from 
the De Luxe model in that it is not enclosed in a cabinet 
No working space need be allowed at the sides. Clothes 
cylinder and tub are porcelain lined in both models. 
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Washers 


l—The “Emperor” washer, Model FA-93 of the West- 
inghouse Electric & Mfg. Co., Mansfield, Ohio, features 
a time dial which shuts off the washer automatically; 
an automatic roll stop that releases wringer pressure 
and stops the rolls instantly; a ‘“Select-O-Press” to in- 
sure correct pressure; a foot pedal which starts and 
stops the washer; a tilt trough to eliminate drain spigot 
splashing. 


2—The Crosley Corp., Cincinnati, Ohio, has introduced 
two new washing machines with air-insulated tubs to 
keep washwater hot. Other features are a heavily 
porcelain-enameled, bottle-neck tub; “Duo Disc” agita- 
tor of cast aluminum; agitator control; a patented clutch 
with automobile type lever; time switch to set dial for 
proper washing time for various materials. Wringer is 
adjustable, of the pressure-cleaning type with soft lami- 
nated rolls; push-pull safety release. 


3—This large capacity, gas engine-powered farm 
washer announced by Altorfer Bros. Co., Peoria, Ill., is 
built for heavy duty. It has attractive cabinet styling; 
streamlined, triple pressure wringer with visible indica- 
tor; six-wing tangent-vane ‘“Cleansilator’; polished 
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aluminum drain board. Conveniently located lever 
reverses wringer rolls and automatically reverses flipper 
drainboard. Powered by four-cycle air-cooled gas en- 
gine, ¥% hp. 


4—The 1940 line of the One Minute Washer Co., Kel- 
logg, Iowa, retains all the operating features of last 
year's models. However, the entire line has been re- 
styled particularly at the base which has newly de- 
signed legs to provide a massive appearance. More 
chrome has been used in restyling the wringers. Lead- 
ing the line are Models Nos. 545 and 546, illustrated, 
which retail for $59.95 and $69.95, respectively. The 
entire line of four models may be equipped with gaso- 
line engines and electric pumps. 


5—-The Model E washer of The Maytag Co., Newton, 
Iowa, provides 50 per cent greater washing capacity. It 
has a one-piece, cast aluminum tub enclosed within a 
seamless, body-type, steel outer shell; Maytag “Gyra- 
foam” washing action; counter-sunk “Gyrator’; sediment 
trap; push-pull “Gyrator’” control; roller water remover 
with four-spring, automatic tension; finger-tip touch con- 
trol tension release bars; simple tension reset lever; 
single lever control to start, stop, and reverse rolls and 
swing and lock unit in 80 different operating positions; 
enclosed, self-reversing drain. 





79 


[ roners 


1—The “Triple Action” ironer, 
Model XF, of Altorfer Bros., Inc., 
Peoria, Ill., features a foot-treadle 
bar which gives the equivalent of 
controlled speed; ironer head with 
two open ends; oversize 26 in. roll 
of non-warping, rust-proof metal; 
thermostatic heat control, calibrated 
for various fabrics; control for select- 
ing three ironing actions—individual 
heat and motor switch automatically 
shuts off current when closed, knee 
control, and hand emergency re- 
lease. This model retails for $119.95. 
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2—"Thor” ironers of the Hurley te 

Machine Division, Electric Household 
Utilities Corp., Chicago, Ill., range 
in price from $39.95 for manual con- 
trol models; from $59.95 for automatic 
models; from $69.95 for dual control 
models, and from $89.95 for the 
“Fold-A-Way” models. “Fold-A- 
Way” Model No. 9-631, illustrated, 
retails for $109.00. It features finger- 
tip, knee or foot control and has two 
speeds. Ironer is mounted on rollers 
in tracks, a single movement bring- 
ing it into working position or fold- 
ing into storage position. 
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3—The Ironrite Ironer Co., Detroit, 
Mich., in its Model 75, illustrated, 
features new “feather-touch” de- 
sign of both the knee pressing and 
operating controls. Improved as- 
sembly to make the ironer cooler to 
operate. Thermostat permits close 
control of ironing temperature. Has 
two unobstructed and usable open 
ends. Rear brace for cover auto- 
matically lowers to floor. Automatic 
sheen action lays nap in same di- 
rection. Lap board, heat and motor 
switch, pilot light, electrically 
welded steel cabinet are additional 
features. Retail price is $119.95. 
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4—Model BE-3, the +*Emperor”’ 
ironer in the 1940 line of the West- 
inghouse Electric & Mfg. Co., Mans- 
field, Ohio, features a device called 
the “rocker,” which makes the roll 
shuttle back and forth under the 
shoe; an unobstructed roll; a new 
foot pedal control of speed; auto- 
matic tilt switch; easy-to-use thermo- 
stat dials; air-cooled cabinet top; 
emergency release which resets 
automatically. 
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5—The Barlow & Seelig Mfg. Co., 
Ripon, Wis., in its ironer line intro- 
duces advanced styling, new fea- 
tures and two new models. The line 
now includes a 48-in. super model 
for larger homes and _ institutional 
services. General features of the 
line are two-speed motor; dual ther- 
mostat control; ruffler plate; dual V 
knee control; lap board, 7 and 6-in. n 
rolls. Model R100, shown, has a 26- ; h 
u 

te 
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in. roll; insulated shoe; two end 
tables, and others of the features 
mentioned. It retails for $99.95. This 
“Ironette,"* Model R40, at the right, te 
retails for $29.95. It has a 21-in. roll ci 
and handles garments and flat work. th 
Its 1000-watt shoe has high and low 
switch; electric “press” control, foot c 
operated. Also available with p 
smaller 18-in. roll. re 


HARDWARE AGE 






Ome ODT Ts 


Pes KR Onnmirr eae 














I roners 


1—The No. M-21 Master Ironer of 
the Armstrong Products Corp., Hunt- 
ington, W. Va., connects to any 
electric wall plug. Simple elbow 
control leaves both hands free to 
guide clothes. Has full two-pin. roll; 
automatic thermostat control; red 
safety light for heat switch, and all- 
white porcelain enamel finish. 


2—The Mono-matic ironer of Victor 
Electric Products, Inc., Cincinnati, 
Ohio, has a 20-in. roll which handles 
large pieces with few operations 
Single lever action is a simple con- 
trol which can be converted instantly 
to knee control 
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3, 4—All models of Hotpoint elec- 
iric water heaters announced by the 
Edison General Electric Appliance 
Co., Chicago, Ill., have been restyled 
and include sizes, ranging from one 
gallon and the two-gallon “plug-in” 
“Voguette” to the large 140-gal. size 
for commercial use. All feature the 
Calrod immersion-type heating unit. 
A new model is the “Vogue” of com- 
pletely new design which eliminates 
a bulging front panel, with galva- 
nized tanks, available in 30, 40, and 
50-gal. sizes, either single or twin 
unit types. An additional new 
table-top model (1) is also an- 
nounced. It has no backsplasher 
and may be installed wherever 
necessary in the kitchen. It is 36 in. 
high and has overall depth of 22%, 
in. and overall width of 20% in. This 
is a single unit heater, with gal- 
vanized tank and capacity of 30 
gal. 


5—A new all-white round electric 
water heater has been introduced 
by the General Electric Co., Bridge- 
port, Conn., and price reductions of 
as much as 10 per cent on some of 
the water heater models in its line 
have been announced. The new 
heater is finished entirely in white 
except for a gray-black base. It is 
equipped with either one or two 
Calrod units, and with either gal- 
vanized or Monel metal tank. 
Available in sizes of 30-,40-, 50-, 66-, 
and 86-gal. capacities. 


6—Duo-Therm Division of Motor 
Wheel Corp., Lansing, Mich., an- 
nounces a new lower-priced water 
heater, Model 16 Jr., illustrated. This 
unit is said to have ample capacity 
to take care of average family hot 
water requirements It has high 
temperature; hot dipped heavy 
copper bearing galvanized boilers; 
thorough insulation against radiant 
heat loss; no coils to clog; dual 
chamber burner; simple water tem- 
perature adjustment and low draft 
requirement 
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Right 
presenting its George Washington cast range, No. 78 


to retail at $109.75 





Left--Two new porcelain enameled oil 
ranges of the table-top style, with new and 
exclusive convenience features are an- 
nounced by the Perfection Stove Co., 
Cleveland, Ohio. Model R-868 has a two- 
gallon reservoir mounted in the cabinet 
end of the cooking top, from which it can 
be swung upward and forward for easy 
lifting out and filling. Model R-888, illus- 
trated, has one-gallon reservoir of a new 
patented, roll-out type mounted in the 
center of the range, between the burners 
from which position it can be easily 
rolled forward and lifted out for outside 
filling. On each the oven burner assembly 
is mounted on a slide which can be drawn 
out in front of the range for easy lighting 


The Gray & Dudley Co., Nashville, Tenn., is 


front, or a six copper pipe “Pacific’’ water coil 


Right—Further improvement in the 
Calrod high-speed surface _ unit, 
heads the features of the 1940 line 
of ranges presented by the General 
Electric Co., Bridgeport, Conn. Four 
classifications comprise the lines; a 
de luxe series of two models with 
‘Tel-a-cook” lights to signal at a 
glance the different switch stages of 
position in color, and the “Tripl 
oven” with Calrod oven units; a 
master series, of three models, with 
all-porcelain body and new styling 
a special series of two models de- 
signed for specific campaigns, and 
one model, which to date constitutes 
the apartment lined-designed for 
large capacity in small space. In 
addition to the eight new models 
the large “Imperial’’ range is re 
tained in the line without change 














Left—This Universal range, Model 1642 
in the 1940 line of Landers, Frary & Clark, 
New Britain, Conn., features a large, bake- 
fast oven; Universal super-heat units and 
economy cooker with ‘Multi-I-Heat’’ con- 
trol; magic eye oven control, ‘“Select-a- 
trol’; ‘““Automaticook” lamp; de luxe warm- 
ing drawer and two utility drawers 


It is made of extra-heavy cast iron 
throughout to insure long life. An extra wide lift pouch 
plate, extending the full length of the key plate, pro- 

O vides an unique arrangement of the full length firebox 
which results in easier firing. By raising the lift pouch 
plate, broiling on a charcoal fire is permitted. Other 
features are duplex grates; a tri-sectional fire back; 
oversize flues, and eight-gallon copper reservoir with 
tip-up faucet and an “"L” water front, straight water 





This Frigidaire electric 
range, Model B-70, which is 
illustrated below, announced 
by the Frigidaire Division, 
General Motors Sales Corp., 
Dayton, Ohio, has two “Even- 
Heat” ovens, and two high- 
speed broilers. It is equipped 
with the Cook-Master; Simpli- 
Matic oven control; double- 
duty Thermizer; Thrifto-Matic 
switches; signal lights; warm- 
ing drawer; storage drawers; 
time-signal; cooking top lamp 
and condiment set. Both ovens 
have twin heating units; Eve- 
nizer, broiler reflector. Sug- 
gested retail selling prices in 
zone two range from $99.50 to 
$249.75 
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Right—The Florence Stove Co., 
Gardner, Mass., is introducing a 36- 
in. electric range which will retail 
for less than $100, and is complete, 
as illustrated, except for the auto 
matic timer accessory. This range 
has five-heat Chromalox “Heat-Flo” 
surface units; porcelain drip trays 
under surface units and cooker; 
special deep well cooker with 
Chromalox, five-heat closed unit; 
switches with indicator buttons on 
front panels; appliance outlet on 
backguard. Oven and broiler is 
extra large with oven thermostat 
control; Neon pilot light and three- 
position selector switch; non-tipping 
racks; top and bottom element. One 
utility drawer is provided 
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Right—The Estate Stove Co., Ham- 
ilton, Ohio, announces two new 
features—the “Air-Flow” oven and 
the “Bar-B-Q” broiler. In this new 
oven it is possible to pre-heat from 
room temperature to the average 
ordinary baking temperature of 375 
deg. in approximately six minutes. 
With the broiler it is possible to 
grill or barbecue whole chickens 
hams, legs of lamb, etc. Use of the 
broiler leaves the entire capacity of 
the oven free for cakes, casserole, 
dishes, resulting, in effect, in having 
the baking and roasting capacity 


of a two-oven range. The range 
illustrated, is the “Holyoke,” Model 
705, which incorporates these new 


features 
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Left—Top model in the 1940 range line of the West- 
inghouse Electric & Mfg. Co., Mansfield, Ohio, is the 


“Emperor.” 


It has two large capacity ovens instead 


of one. Oven of every range in the line has balanced 
head, made possible by two heating elements and 
newly-designed “heat evener.” A new five-speed O 
Corox unit, a tubular heater, provides a new surface 
heating element that is said to be 30 per cent faster 
and to use 22 per cent less current than Corox units 


of other years. 





Left—The National Enameling & 
Stamping Co., Milwaukee, Wis., 
offers two new table top ranges 
either in long chimney burner or 
short chimney burner style. The 
former, illustrated, No. 9055, retails 
for $98.65, and the latter, No. 905, re- 
tails for $92.50. Both are equipped 
with a strong porcelain enameled 
grate cover, which when down 
serves as additional working space 
and when tilted up becomes a 
splash back for top stove cookery 
Other features are: Glass wool in- 
sulated oven; porcelain enameled 
oven linings; heat indicator in oven 
door; five burners; utensil storage 
space compartment; rust-resisting, 
non-breakable metal fuel tanks 
with fuel gage. Construction fea- 
tures rigid, welded steel frame from 
wrhich every finished range part is 
suspended 


Below—The “Electro-Speed” range, 
Model ER441 in the 1940 ‘electric 
range line of the Norge Division, 
Borg-Warner Corp., Detroit, Mich., 
features five speed plates or four 
speed plates and one utility cooker; 
six-position, five-heat switches; selec- 
tor switch; light signal oven heat 
control; automatic oven light; one- 
piece porcelain enameled center 
cooking top; one-piece oven and 
broiler lining with removable racks; 
adjustable smokeless _broiler-well; 
chrome-finished broiler pan; counter- 
balanced oven door; warming com- 
partment; utensil drawer, electric 
convenience outlet and full auto- 
matic clock 
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Kelvinator’s New 1940 Program 


GETS ROUSING RECEPTION Frank R. Pierce, presiding 
over the Kelvinator Convention, creates furor with the 
announcement of a sweeping new Low Price Program 
that bids to make refrigerator history. 


TAKES CONVENTION 


NEWS FLASH: Buzzing telephone and clicking telegraph wires 
followed Kelvinator’s convention announcements as distributors, 
zone managers and their wholesalesmen relayed the good news 
of lower prices and better margins to dealers all over the country. 
From the staid New York Times headline story down through 
thousands of daily papers in every part of America, the news has 
spread ... been seen and discussed in millions of homes. As one 
prominent industry leader said, “This is the beginning of a new era 
in electric refrigeration!” 
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KELVINATOR ORGANIZATION 
AND DEALERS ENTHUSIASTICALLY ANTICIPATE 
1940 SALES INCREASES 





Every 24 hours sees interest mounting in Kelvinator’s new 1940 
Program. Dealers expect sales increases as high as 200%. 








‘Busy Man’”’ 


C. T. Lawson, Sales Manager House- 
hold Appliance Division, faces a bat- 
tery of ringing phones all day, as 
news about Kelvinator’s New Pro- 





THE NEWS IS OUT! 


A” ALL OVER AMERICA, dealers 
are making their plans. Literally, 
thousands of them are now in touch 
with Kelvinator. 

They're talking about the price re- 
ductions of $30 to $60, translating 
those figures into new business in 
their communities. 

They're planning a rea/ attack on 
the vast low-income market—because, 
for the first time, they've got the goods 
to get it! Big 614 cubic-foot models of 
highest Kelvinator quality for as low 
as $119.95* for Model SS-6! 

Everyone who has seen the Kelvina- 
tor line has unanimously agreed that 
it is the finest in the industry. They 
look upon the new Moist-Master Sys- 
tem models as a real wedge into the 
big and fast-growing replacement 
unit market, because they have been 
designed specifically for that market. 

The ideal “step-up” in prices... 
the advertising of prices, including 
freight, in nation-wide magazine ad- 
vertising .. . the limiting of dealers 
... every single factor in Kelvinator’s 
startling, New 1940 Program has 
been enthusiastically O.K'd. 

To everyone’s surprise, this entire 
program has been accomplished with- 
out reduction in dealers’ retail mar- 























gins ... and without any sacrifice in 
the high quality for which Kelvinator 
has always been famous. 

How was it done? 

Kelvinator officials have given the 
answer: a broad-gauge program, bas- 
ed on years of study, accompanied by 
sweeping changes in policy. 

1. Concentration of 96% of produc- 
tion on the big 6 cubic-foot models, 
and larger (the size people really 
need)— permitted a lowering in price. 
2. In anticipation of greatly increased 
sales, Kelvinator doubled production 
schedules and passed the manufac- 
turing savings on. 
3. Kelvinator has cut the cost of sell- 
ing. And in addition, cut the manu- 
facturing profit per unit. 

eee 


It’s revolutionary—yes. Radical? Yes 
—but everyone who has seen the 
whole program agrees it’s the answer 
to the dealers’ problems. 

Naturally, it will be limited to a 
certain number of dealers in each 
locality. For your own protection, 
find out fast. Write or wire your near- 
est distributor or factory branch, or 
direct to the sales department. 

KELVINATOR DIVISION 
NASH-KELVINATOR CORP., DETROIT, MICH. 
*Prices suggested are for delivery in the hitchen with 


S$ Year Protection Plan. State and local taxes are extra, 
Prices are slightly higher west of the Rockies. 
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gram sweeps through the industry. 








“‘Can’t Miss’’— say Seasoned Veterans 





“The good old days are coming back again,” says Mr. Steinert, Boston Kelvinator distributor, in 
a double-barrelled handshake with Mr. Cron (left) and Mr. Maloney (right). + “Those prices are 
the answer to a dealer's prayer,” answers Mr. Cron, “and the quotas are a cinch.” + “Looks like 
the first real program the industry has had that will really stabilize dealer prices and profits,” 
says Mr. Maloney. 





“LOOK THREE TIMES” — says Stuart. J. Nelson Stuart, Kelvinator Advertising Director, pre- 
senting Kelvinator’s 1940 challenge. “Look at the Size! Look at the Name! Look at the Price!” 


“IT’S QUINTUPLETS!” says Pierce. There are five big Kelvinator “sixes” for 1940. Complete 
Price coverage in the ideal size, to meet America’s demand for a bigger, finer refrigerator at a lower 










; Price.” And that’s not all”, says Pierce, “Look at the easy step-ups ... feature by feature... from that —a battle-cry which will be spread throughout America in mammoth-sized newspaper ads. + Full 
st sensational low-priced SS-6 at $119.95* to the “Moist-Master” HD-6 for $209.95°”! Three big magazine spreads in color, billboards and local radio programs will carry the good news about 
6 Ss, priced at $189.95", $209.95* and $239.95* round out the 1940 Kelvinator household line. “a finer, better refrigerator at a lower price” to America's buying millions in 1940. 





INCREASE YOUR PROFIT IN 1940 WITH KELVINATOR’S ASSOCIATED LINES 


We honestly believe that Kelvinator’s new Electric Ranges, ey? one of these great Kelvinator products has the looks, 
Washers, Ironers and Water Heaters will make Kelvinator | the features, and the fine engineering of a real quality line. 
the “standard” name of 1940. Why not find out about this chance to enlarge your profits? 
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Ranges 


1—The Gibson Electric Refrigerator 
Corp., Greenville, Mich., announces 
a 1940 range line of five models 
which can be expanded by the 
dealer into 20 different models by 
use of three available sets of op- 
tional accessories. ER-390-H, illus- 
trated, is the quality price leader 
It has a pilot light over the oven 
control and is the only model with 
four five-speed “Chromalox” surface 
elements. Each higher priced model 
has a definite extra-use and extra- 
value for its set-up. 


2--The 1940 electric ranges of the 
Globe Stove and Range Div., Globe 
American Corp., Kokomo, Ind., begin 
at the special introductory retail 
price of $99.50. Leading the line is 
the patented Dutch Oven series, 
cooking with retained heat. Ranges 
are available with the Dutch Oven 
or conventional oven. Standard 
equipment includes “T-K" units. 
Other features are automatic oven 
time clock or manual oven control 
with 60 minute time-chimes, lamp 
and condiments; “Wilcolator” oven 
heat control; oversize, deep-well 
cooker, smokeless broiler; spacious 
storage and warming compartments. 
Model 4131E, illustrated, with Dutch 
Oven, retails for $169.50; with con- 
ventional oven, for $109.50. 


3—This low-priced, leg-type elec- 
tric range, No. G-52-D, announced by 
the General Electric Co., Bridgeport, 
Conn., has three “Calrod’ surface 
units—one a five-speed unit, and a 
six-quart thrift cooker with rack; an 
extra large twin-unit oven with five 
variations of oven heat application; 
a speed broiler compartment under 
ihe top heating unit. An oven timer 
and iamp assembly is_ optional 
equipment. Ample storage space is 
provided. 


4—This C. P. DeLuxe 1940 “Belvi- 
dere” model announced by the Geo 
D. Roper Corp., Rockford, Ill., in- 
cludes among its features the Roper 
‘Turret-Top”; “3-in-1" oven, small 
economy oven, two “E-Z Roll’ broil- 
ers with “Peasant-Ware” grills; 
enameled pans; one chrome serving 
tray. The enameled pan and the 
grill made of ‘“Peasant-Ware” pot- 
tery rest in the “E-Z Roll’ drawer 
When foods are completely broiled 
the broiler, foods and all, is lifted 
out and taken to the table where it 
is placed in the chrome tray 


5—The Sheridan De Luxe Model 
8808 electric range, Lindemann & 
Hoverson Co., Milwaukee, Wis., 
features a variable speed control 
which enables user to select any 
speed from high to as low as desired 
Deep well cooker also has variable 
controlled speeds and is furnished 
with a new saucepan and new-type 
frying basket. Basket is made of 
stamped aluminum with sharp 
edges to permit quick drainage 
Built-in time control with a selector 
switch is another feature. The De 
Luxe line has oven light. Glass door 
is optional. Storage compartment 
offers several new features including 
recipe file and cutlery drawer. The 
No. 8808 model retails for $199.95 
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ru-Zone Cold, with True-Temp Control 
ind new Fiberglas insulation, lets West- 
nghouse dealers in 1940 sell the SUREST, 
EADIEST food protection temperature 
Sontrol in any household refrigerator. 


DEALERS TO PROFIT 


FROM BIGGEST PROGRAM 
IN WESTINGHOUSE HISTORY 


On the air .. . it’s “Musical Americana,” the 
new, distinctive, and different radio program! 
Every Thursday night, over a big-time net- 
work of 96 stations, it makes new friends for 
Westinghouse—and Westinghouse dealers! 

“The Middleton Family at the World’s 
Fair” —big 50-minute all-color movie—shows 
in 2,500 theatres, 10,000 showings—making 
new friends for Westinghouse and Westing- 
house dealers. 

Magazines, newspapers, 24-sheet posters, 
all add up to a 1940 program that gives West- 
inghouse dealers the greatest pre-selling sup- 
port they ever had. And for showroom 
demonstration, 1940 provides new dramatic 
selling helps to close sales faster for ’40. If 
not already a Westinghouse dealer, write or 
wire for 1940 facts. 

WESTINGHOUSE ELECTRIC & MFG. co. 
MANSFIELD, OHIO 
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Ranges 


1—The Globe Stove & Range Di- 
vision, Globe American Corp., Ko- 
komo, Ind., is introducing a Dutch 
Oven gas range, Model 5140G-M, 
illustrated, to retail at a special 
price of $99.50. The same range with 
automatic oven timer shut-off and two 
service drawers retails at the special 
price of $114.50; with Dutch Cooker 
well, $129.50. All Dutch Oven ranges 
cook with retained heat after gas is 
turned off. Automatic models turn 
off their own gas without attention 
and keep on cooking. Other features 
are pivot-action smokeless broiler 
and warming compartment 


2—The Norge Division, Borg-War- 
ner Corp., Detroit, Mich., includes in 
its gas range line for 1940 a divided 
cooking top model, GR-64-1, shown. 
Its features include three standard 
and one giant high-speed burners 
with porcelain ‘Reflecto-Plates’’; auto- 
matic top burner lighter; porcelain 
enameled tank type oven and broiler 
lining with pressed rack guides and 
removable oven racks; low heat 
“Modi-Fire” oven burner; automatic 
oven lighter; oven heat control; 
broiler with smokeless grill; auto- 
matic broiler lighter; one roller bear- 
ing utensil drawer. 


3—The Moore Corp., Joliet, Ill., is 
presenting a streamlined steel com- 
bination range line built for either 
coal-gas or oil-gas operation. Fea- 
tures are: Baffleless oven to provide 
full oven capacity; heats to baking 
temperature in quick time; cast iron 
porcelain enameled oven bottom 
and linings; Harper die-cast alumi- 
num double-duty, speed-simmer top 
burners; broiler with long flame 
spread, and anti-carbon cast iron 
firebox. 


4—The de luxe gas ranges of the 
Crosley Corp., Cincinnati, Ohio, 
feature a double glass oven door 
and electric light which can be 
switched on and off. Oven is said 
io heat to average baking tempera- 
ture in five minutes and maintain 
low temperatures for slow baking, 
roasting, or canning. Safety stops 
on pull-out shelf racks eliminate 
spillage. High-speed broiler operates 
on ball-bearing rollers. Improved 
one-piece top burners are said to 
save up to 50 per cent on gas 
Burners light at turn of valve. Ac- 
cessories for special types of cook- 
ing are available at slight extra 
cost. 


5—The 1940 range line of the 
Glenwood Range Co., Taunton, 
Mass., offers 72 buying variations 
through changes that can be secured 
optionally in top grates, flood lamps, 
condiment sets, lighting controls. 
The Glenwood “Gloramic” burners, 
eliminating key plates and cover- 
alls, makes possible a cool perform- 
ing, one-piece top, with three choices 
of burner selection, all interchange- 
able—in black enameled cast iron; 
special models of the ceramic known 
as “Parkerite,”” with black enameled 
cast iron utensil supports; or in the 
“Parkerite” de luxe burner top with 
chromed grate arms. 
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“ When people buy screening this spring, count- 
rd less numbers will want and look for material 
TS with these money-saving features: 
O- 
wt 1. Cloth that cannot rust and resists atmos- 
id pheric corrosion. 
at - ‘ a ‘6 ‘ . 
ic 2. Has a firm, solid “feel” —is easier to 
|; handle and frame. 
O- 
r- 3. Lies flat—does not bulge and twist. 
4. Is a high strength material—does not 
is dent easily. 
n- one P 
“il 5. Gives long, expense-free service. 
I- 
le 
ig 
nm 
m 
. You know that STANDARD 
e WEIGHT BRONZE is the screen 
n . ‘ 
| cloth which most economically 
meets all these requirements. 
ie » ° ° 
>, It’s all top quality and weighs 
uA 15 lbs. per 100 sq. ft. in 16 mesh 
e 
q —the weight standard set by 
I- 
n the U. S. Government and the 
“ Wiré Screen Cloth Manufac- 
e turers’ Institute. 
Ss 
d Tell your customers you 
“ stock standard weight bronze 
4 screen cloth; they'll know then 
a that they can depend on you 
for screen cloth that will give 
e : them fine service—the service 
1, ° 
s they expect and should receive 
. from bronze. sn.00 
l- 
i; 
n 
d 
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AnaLwoA THE AMERICAN BRASS COMPANY, General Offices: Waterbury, Connecticut 
i In Canada: Anaconda American Brass Ltd., New Toronto, Ont. « Subsidiary of Anaconda Copper Mining Company 
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Ranges 


l—In the 1940 Hotpoint range line presented by the 
Edison General Electric Appliance Co., Inc., Chicago, 
every range will be equipped with the new five-heat, 
A-Heat’’ Calrod surface units. Another feature is the 
“Hi-Speed” thrift cooker, offering a new “high” heat for 
fast cooking as well as “warm” and intermediate heats. 
Double unit, all-purpose ovens are provided. Some 
models have automatic oven lights. 


2—Model No. 39A43 of the 1940 gas range line of the 
A. L. Lindemann and Hoverson Co., Milwaukee, Wis., 
features one-piece construction with rounded corners on 
three sides and welded back. Oven lining is of one- 
piece construction with rounded corners for more even 
distribution of heat. Oven is of double capacity. By 
means of a separator, it is possible to cook two foods 
at the same time at different temperatures, the top oven 
being 100 deg. cooler than the bottom. As an added 
convenience feature the broiler is set at the top of the 
oven. This model retails for $99.95 


3—The Round Oak Co., Dowagiac, Mich., presents the 
new “Huron” range, a double purpose unit which in 
addition to a complete electric section provides a coal 
side cooking top, a convenient place to burn refuse, and 
an efficient circulating heater. Modern electric cooking 
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facilities are available in the speedy TK surface cooking 
units and the “two-stage” electric oven. The coal and 
wood section may be fired at any time—either electric, 
coal, and wood used alone or together. 


4—This “Thrif-Kook” range of the Allen Mfg. Co., 
Nashville Tenn., has two burners which operate inde- 
pendently of each other to provide fuel economy and 
quick heat where user wants it. Uniform oven heat is 
provided. Heavy iron well accommodates a three com- 
partment fireless cooker. Optional equipment: two 
Chromolox electric top burners; two gas burners; four- 
pipe copper water coil for hot water. Range with fuel 
tank retails for $134.00; with fireless cooker, $147,00; with 
fireless cooker and electric top burners, $179.00. 


5—The 1940 Boss line of ranges announced by The 
Huenefeld Co., Cincinnati, Ohio, includes a table top 
range with five burners; white porcelain oven door with 
heat indicator; two-burner oven; three staggered cook- 
ing positions;. novel shelf guard rail; utensil compart- 
ment; rear, metal fuel tank; one gallon glass tank for 
the oven. No. 07A-Y, illustrated, with three “Top-Speed,” 
long chimney, wick-type burners under the cooking top 
and one oven burner, retails for $63.00. No. 09B-Y with 
five ‘“Blu-Hot,” adjustable wickless burners retails for 
$52.50. No. 09C-Y with three “Swift Valve-Control” wick- 
less burners under cooking top and two oven burners 
retails for $47.50 
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1—This “Air-Flo” electric cleaner, Model AVT-60 is a 
new appliance introduced by the General Electric Co., 
Bridgeport, Conn., in the shape of a cylinder of heavy- 
gage steel. Motor is cooled by circulating air. Fan is 
in two stages, each fan having six blades. Bag is tele- 
scoping type. Cleaning tools furnished with cleaner con- 
sist of an 8-in. hose; two 22-in. extension tubes, rug 
nozzle, floor brush, upholstery nozzle, radiator tool, dust- 
ing brush, liquid sprayer, a deodorizer and a quantity 
of demothing crystals 


2—Landers, Frary & Clark, New Britain, Conn., a new 
all-purpose suction cleaner, Model No. E60A which 
cleans, dusts, shampoos, deodorizes, sprays, and de- 
moths. Has a new thread-picking, non-dragging super- 
intake nozzle. Other features are: ball bearing motor; 
air-sealed germ trap; enclosed twill bag; double-swivel 
hose; swivel carpet nozzle. It is non-radio interfering 


3—This No. 80 model Norca cleaner has a new-type 
beating and sweeping brush; brush roll with two ad- 
justments to maintain efficiency as bristles wear; no 
adjusting is necessary to rugs; no screws or pedals need 
be set. It is light in weight and has a convenient handle 
grip; adjustable handle; rubber cord, rubber furniture 
guard and special bag fabric. It retails for $39.75. The 
Hoover Co., North Canton, Ohio 


4—A combination offer of the “Royal” floor cleaner, 
Model !73 and the hand cleaner Model 157 to retail for 
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, $39.95 has been announced by The P. A. Geier Co., 


Cleveland, Ohio. The floor cleaner features a headlight 
and motor driven brush, mounted in automatically lubri- 
cated bearings; trigger switch at finger-tips; rubber cov- 
ered handle grip; tubular handle; patented nozzle ad- 
justment; large easy running wheels. The hand cleaner 
has streamlined design; comfortable handle grip and is 
light in weight. Revolving brush is combined with 
powerful suction. 


5—The No. !4 cleaner of the Hamilton Beach Co., Ra- 
cine, Wis., retails for $39.75. It is light in weight and has 
full capacity, 14 in. nozzle. Has bright wide-vision floor 
light; built-in radio interference eliminator; tip-toe nozzle 
adjustment; chromium plated handle; accordian-type 
bag; balloon-type wheels with self-oiling bearings. 


6—This new Model 200 cylinder type “Cadillac” vacu- 
um cleaner made by the Clements Mfg. Co., Chicago, 
Ill., features a two-speed motor and dual eight-blade 
fans to provide greater air volume. Has two toe-oper- 
ated switches. Extra large dust bag, has convenient 
fabric strap for easy emptying, radio interference elimi- 
nator. Attachments include reinforced hose; two exten- 
sion wands; extra wide swivel floor nozzle; Bakelite floor 
and wall brush, dusting tool, and Bakelite upholstery 
nozzle with bristol brush attached; flat blower tool; 
syrayer; deodorizing attachment, container for reserve 
supply of deodorizing crystals and extra filter pad. Re- 
tails for $59.95 
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Our own inspectors who live in the Philippines 
personally select the fibre that goes to make up Colum- 
bian Pure Manila Rope. It’s quite natural that we should 
get choice grades of fibre because we have a complete 
organization not only for buying, but for classifying and 
warehousing right in the heart of the world’s best fibre 
producing area. 

The long, tough fibre, selected by our own experts, is 
thoroughly waterproofed and every yarn individually 
lubricated at our modern rope plant in Auburn, N. Y. 

These are a few reasons why Columbian Pure Manila ai 
Rope resists wear and water, handles easier, is more QUALITY 
flexible and stands the gaff better. 


COLUMBIAN ROPE COMPANY ee ee 
Auburn, “The Cordage City,’” New York every step of the way 


COLUMBIAN ricinus ROPE 
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hobbies of Rudolph 
Ill., wholesale distributors. His 
limits and but t 


O. W. Stroota 1s such an ardent angler that ; — a 
he goes fishing nearly every week-end with his : ™ 
{riend, Dr Shea. Mr Stroota, the tall thin gentle- 
man in the picture, and Dr. Shea are shown in Ae 
back of the trailer they take on their trips. The ' 
catch they proudly exhibit included northern ’ -_ : 
pike and black bass the longest of which was : 
331/. inches, all taken from the Spirit River in q 
Wisconsin When Mr. Stroota isn't on @ fishing . 
expedition he is on the job at the store of the Tree 
Stroota Hardware & Mercantile Co. in Marathon, ray 
Wis. Says Mr. Stroota of his friend and of him- ‘ 
self, “The Doctor is rather plump as doctors i & 
usually gre—hardwaremen are rather slim be- 
cause they work.” 
4, f, : / ‘ il 1 the ct ie 
hb ’ otogra hy and farming oO” a sma scale ore e chi 
' PhotogroP Tenk, president, Tenk Hardware Co., 
, , -. 4Q-acre farm is 











Quincy, 
located & mile outside the city 
from his office, making access to the farm easy: 
he will not have to go to the farm every GY: Mr. Tenk 
limits the farm crops to alfalfa, corn, oats and potatoes; etc. Eve 
The farm includes 4 geven-acre tract . virgin timber, = with ¢ 
cipall ak and hickory: Shrubbery © numerous varie ies s 
om wild flowers of plentiful on the tract which 15 home clean, 
for native pirds, aU 1, squirre and rabbits. Every effort Wh 
ig made to prevent hunters from killing any of th wild life easily 
A large raspberry patch an vegetable garden supply pe 
S > d the homes of his on 
fresh produce for Mr. Tenk’s ho and t pete 
two daughters. Mrs Tenk raises many varieties of peren- nd in 
nia! flowers in her garden on the farm. An old farmhouse of bolt 
unused for 50 years, stands on the pr perty and provides pee 
a place of shelter 1m case of storm. Another feature of the 
farm is 4 mpletely equipP playground for four gran 
children Tenk says shat in former years he did not 
realize the importance of developing a real obby, but he 
now realize that this was a mista Although photography = 
was his first important obby he 7° finds that his farm 15 
of greater interest 
— 
s 
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Here, Son, good bolts for your bob-sled 
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Every user of Bethlehem Bolts and Nuts is bound to be favorably impressed : 
with and remember the through-and-through quality of these products—their 
clean, smooth-fitting threads—the snug, sure fit of wrenches on heads and nuts. 
What’s even more important in a business way is the fact that customers 
easily remember the bright, attractive red and white labels of the Bethlehem 
cartons. The labels stand out on the shelves—make a strong bid for repeat orders 
and increased business. That’s the soundest reason of all why the Bethlehem line 
of bolts and nuts is a real business builder. 
Ask your distributor about this attractively packaged line of bolts. 

















Bethlehem Bolts are packaged in paper cartons Machine Lag 
: in the following sizes: and Carriage 
a Wenn MEM. 5... 35 oe cco se 5" long 4" long 
te"' and 34" bolts upto................ 51/2" long 5'1/."" long 
zz", 2" and 54" bolts up to............. ..| 32" long 4"" long 














Some longer bolts are packaged in paper with the same attractive label. 
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ADVANCES 


Wire brads. Small nails. 


Stone wire. 


Some sizes single loop bale ties. 


Some sheet metal heaters. 


One camera. 


Stove pipe, joints, elbows. Some roofing. 

Dry glue, canvas cement, waterproofing. 

Some chrome-plated, brass plumbing fittings. 

Silk fishing lines. Competitively priced fishing lines. 


Some shotguns. 





Wire Brads and Small Nails 
American Steel & Wire Co., Cleve- 
land, Ohio, has published revised and 
higher list prices, effective Feb. 5, 
on miscellaneous packaged nails and 
brads. Discounts will remain un- 
changed for the present. Wire brad 
lists previously the same will hence- 
forth be higher than the correspond- 
ing sizes of flat head small nails. 
The greater “count” per pound and 
other cost factors lead to the new 
brad differentials. Typical list price 
changes, per pound on _ popularly 
selling sizes, in 100 lb. kegs, are 
New 


New Lists, 
Lists, F. H 


Old Brads Nails 

% in. No. 19 $0.71 $0.81 $0.74 
% in. No. 19 61 .69 4 
% in. No. 18 .48 .52 48 
% in. No. 18 41 18 45 

1 in. No. 17 36 10 37 
1% in. No. 17 35 39 .36 
1% in. No. 16 .29 36 .33 


25 pound wood case packing now 
lists at 4 cents per pound above keg 
lists (formerly 3 cents per pound). 
One pound papers list 12 cents per 
pound higher (the same extra as 
previously). Quarter pound papers 
list 28 cents per pound higher (for- 
merly 24 cents). There are other 
revisions in extras for cement coat- 
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ing, for needle pointing, and for 
special gages. Changes have also 
been made in the list of stock sizes, 
based on the actual business placed. 
No sizes have been eliminated for 
which there is any worth while de- 
mand. Non-stock extras are revised 
in that they will now affect quanti- 
ties up to 500 Ibs. | 
* * * 

Single Loop Bale Ties—Fol- 
lowing the upward revision in the 
more standard sizes of bale ties (714 
to 10% ft. lengths) on Dec. 11, 
American Steel & Wire Co., Cleve- 
land, Ohio, has put out higher prices 
on the remaining sizes. Effective 
Jan. 15 the 3 to 7 ft. group and the 
10% to 15 ft. lengths were advanced 
from one cent to several cents per 
bundle. 

x * « 

Stone Wire—In line with re- 
cent changes in full coils of an- 
nealed wire—stone wire bundles, 
both black and galvanized, were ad- 
vanced Jan. 15 about 30 cents per 
100 pounds over previous schedules. 

* * 

Stove Pipe and Elbows — 

Leading makers have recently an- 








nounced opening prices for the next 
season, to cover shipments up to 
June 30, with usual Sept. 1 dating. 
Stove pipe, in gages 26 to 31, is ad- 
vanced 50 cents per 100 joints, and 
stove elbows, both corrugated and 
adjustable, are raised 5 cents per 
dozen. Size and gage differentials 
are unchanged, as are the extras for 
carton packing. A few makers who 
put out special polished blued fin- 
ishes (of which there are varying 
grades) figure these at higher sched- 
ules than their “standard” finishes. 
* * * 
Furnace Pipe, Etc.—Karly 
1940 prices on galvanized furnace 
pipe, elbows and fittings have been 
reaffirmed by some manufacturers at 
the same basis as put out last Oc- 
tober, which was about 10 per cent 
up from the opening 1939 schedule. 
* * * 
Air-Tight Wood Heaters— 
New quotations on sheet metal air- 
tight heaters, for wood burning, 
have been announced recently by 
several makers. Advances average 
about 3 to 5 per cent. 
* & * 
Roll Roofings and Shingles— 
With actually higher costs for rags 
and felts now being paid by the 
roofing makers, in comparison with 
last spring’s market, the trend of 
prices already has started upward 
on shingles and prepared roofings. 
One midwestern producer is rais- 
ing strip shingles about 5 per cent, 
individual shingles 3 to 8 per cent, 
diamond point rool roofing about 13 
per cent, slate surfaced rolls 7 to 8 
per cent, and light competitive roll 
roofings 10 to 11 per cent. 





ADVANCES 
EXPECTED 


Window glass. Automobile tires. 
Copper. 
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Rosin Sized Building Paper 
-The mills gradually are catching 
up with their crowded order books. 
Deliveries, however, still are some- 
what slow, and advances are hold- 
ing at several cents per roll over 
last summer’s levels. In the mid- 
west, recent quotations by hardware 
wholesalers and materials jobbers 
average 60 cents per 20 pound roll 
on red rosin paper, compared with 
a peak of 75 cents some weeks ago. 
The prewar market was around 45 
cents. 








PRICES 
REAFFIRMED 


Some lines furnace pipe, elbows, 
fittings. 
Chain. Heat resistant ovenware. 





Glue—Dry glue prices have 
been gradually rising for some time, 
and in January leading eastern 
makers of marine glues, canvas ce- 
ments and fillers, and waterproof- 
ings have issued new price sheets 
with some moderate advances. 

* * * 


Plumbing and Heating—A 
great sales spurt in boilers, radia- 
tion and accessories was caused by 
the January cold, and jobbers have 
found their stocks suddenly de- 
pleted. Recent price changes in 
accessories include a 10 per cent 
increase on chrome-plated brass fit- 
tings and a one-point drop on cop- 
per tubing. There is news of a prob- 
able slight increase in prices of 
packings. 

* * * 

Chain Lines—Jobbers are in- 
formed that current chain prices 
have been reaffirmed for the pres- 
ent, and that orders will be accepted 
for shipment throughout the first 
quarter. The market, however, re- 
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Susiniss % 


mains considerably higher than dur- 
ing last summer. 
a * x 

Window Glass 
wage increases under the new pend- 
ing labor contract for the glass in- 
dustry may raise window glass 
prices. Distributors are maintaining 
full stocks. Mill production con- 
tinues near capacity, but backlogs 
are diminishing. 

* e * 

Automobile Tires—With pas- 
senger car and truck production 
holding well above 100,000 units 
per week, tire makers are running 
considerably ahead of their last win- 
ter’s sales records. Some companies 
predict a moderate increase in tire 
prices for this year, pointing out 
that declines in prices made last 
November came at a time when costs 
of both crude rubber and fabrics 
were rising. Casing shipments dur- 
ing 1939 were close to 57,000,000 
units, 32 per cent ahead of 1938, 
and the best total since 1929. Of 
the 1939 total, 37,500,000 tires were 
shipped as replacement units. 

* 8 & 

Frigidaire Refrigerators—A 
sharp reduction in retail prices of 
all 1940 models of household refrig- 
erators was announced Jan. 26 by 
the Frigidaire Division, General 
Motors Sales Corp. The prices are 
effective at once. Details of the price 
reduction are to be announced to 
the public through a series of na- 
tion-wide newspaper advertisements. 

* * * 

Pyrex—Corning Glass Works, 
Corning, N. Y., has issued 1940 
price lists on Pyrex brand glass 
ovenware and flameware, continuing 
the quotations established in Au- 
gust, 1939. Many items have been 
redesigned, and new items have 
been announced. 

* & # 
Bamboo Poles, Etc.—There 


is a great scarcity of bamboo poles, 


Possible 





with new orders about three months 
slower than usual in filling. Stocks 
held in the United States, or ship- 
ments due at an early date, easily 
command a price premium. Bamboo- 
fishing rods are also affected, and 


are higher. 
* * * 


Silk Fishing Lines—Jobbers 
report tackle sales better than last 
year at this stage, with prices not 
much changed, except for moderate 
advances on silk fishing lines. 


* * * 


Baseball Goods — Baseball 
items are moving slowly, although 
prices compare favorably with last 
season. Competitively priced glove 
numbers have had the sharpest in- 
crease, as much as 10 to 15 per cent 
advance over a year ago. Croquet 
is growing in sales, due to a revival 
in popularity. 





DECLINES 


Some electric refrigerators. Lead. 
Lead products. 
Copper. Some copper products. 





Cameras—An advance is re- 
ported on the Universal Mercury 
{3.5 camera to $29.75 retail. It was 
heretofore $25.00. 


* - * 


Lead and Lead Manufactures 
American Smelting & Refining Co. 
lowered the price of pig lead at 
New York 1% cent per pound on 
Jan. 29—the first reduction since 
last April. The new price is 54 
cents, compared with a recent top 
of 5% cents, and a mark of 5 cents 
last August. Manufacturers of lead 
products have promptly made a cor- 
responding reduction on sheets and 
pipe (44 cent per pound) and on 
traps and bends, 5 per cent. Lead 
oxides (litharge, dry red lead and 
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orange mineral) were also marked 
down 4 cent per pound. 


* * * 


The Remington Arms Co.., 
Bridgeport, Conn., has advised of 
the following retail price changes: 
The auto-loading shotgun, Model 
11A five-shot, and the Sportsmen’s 
three-shot have been advanced $2 
and now retail at $51.95. The retail 
price of the Model 31 repeating 
shotgun has been advanced 75 cents 
and now retails for $43.25. The 
Model 511 clip repeater has been ad- 
vanced 50 cents and now retails at 
$10.45 and the Model 510 bolt-ac- 
tion, single-shot rifle has been re- 
duced 55 cents and now retails for 
$5.40. Some slight adjustments have 
been made, upward and downward. 
in the list prices of some types of 
ammunition. 


a” * & 


Copper and Zinc—Successive 
declines in the wholesale base prices 
of ingot copper on Jan. 17, 22, and 
26 carried the price from 124% cents 
to 115, cents—nearly back to the 
early September level—after 31% 
months of the 12% cent top price. 
The position of copper should be 
stronger, as there was a 50 per cent 
decrease in refined supplies from 
last July to December. On Jan. 22, 
the wholesale market on slab zinc 
was dropped for the third time since 
early December, to 5% cents per 
pound, East St. Louis base, com- 
pared with an October-November 
high of 61% cents. The current price 
is at the same level as on Sept. 2, 
but is one cent above the 1939 


“low.” 
* * * 


Copper Products — Leading 
copper and brass mills, following 
the latest reduction in electrolytic 
copper, again reduced fabricated 
brass and copper lines, including 
sheets, wire, rods, tubes, shapes and 
scrap. Bare and weatherproof cop- 
per wire and magnet wire were re- 
duced ¥% cent per pound. Sheet 


copper was similarly marked down. 


~~ * * 


Linseed Oil—Glues—The Bu- 
reau of the Census reports crush- 
ings of flaxseed in the quarter 
ended Dec. 31 totaled 244,597 tons, 
producing 166,149,616 pounds of 
linseed oil, compared with 201,780 
tons and 139,106,266 pounds in the 
corresponding 1938 period. Stocks 
of flaxseed at mills Dec. 31 were 
about double a year ago, but crush- 
ers’ stocks of linseed oil were lower 
than at the end of 1938. 
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Spring Merchandise—In agri- 
cultural tools and supplies, there is 
a normal movement now into job- 
bers’ and dealers’ stocks, with the 
volume somewhat better than a year 
ago. Prices are holding steady. 
Scythes are notably increased, due 
to import scarcity and advances. 
Manufacturers of agricultural lines 
are handling reorders thus far, with 
a reasonable degree of promptness. 


* * * 


The Cold Wave—The hard- 
ware picture for late January was 
largely colored by the effects of the 
widespread cold wave, with very un- 
seasonable snow and cold extending 
seriously into the deep South. The 


snowfall itself was welcomed in the 
grain producing areas, supplying in 
part the serious earlier deficiency 
of moisture. But the extreme cold, 
and its invasion of the South, not 
only caused great hardship and 
severe growers’ losses, but slowed 
up shopping for all but emergency 
supplies for at least 10 days of the 
month. Jobbers seem to have had 
no trouble in supplying the belated 
rush for snow removing tools, for 
oil stoves and heaters, for automo- 
bile anti-freeze preparations and 
tire chains, for horse blankets and 
shoe calks, and similar seasonable 
items. as these, in fact, had been 
rather dormant in wholesale stocks 
through the earlier winter months. 


“Push Money” Contests and 
the Robinson-Patman Act 


Eprror’s Note: The italicized paragraph 
in this item corrects a_ typographical 
error that appeared in it when pub- 
lished on page 46 of the January 25 
issue of Harpware Ace. Then the word 
“unlawful” was printed instead of “law- 
ful.” The italicized paragraph now 
reads correctly. 


READER of Harpware AGE 

asks whether it is permissible 
under the Robinson-Patman Act to 
give clerks of a retail customer 
prizes for their efforts in promoting 
the sale of a product. Under this 
plan, a tag, attached to the product, 
would be removed by the clerk when 
the sale is made. Each tag would 
count for a certain number of points, 
and the accumulation of points 
would entitle the clerk to a premium 
or prize. 

Felix H. Levy, attorney and lead- 
ing authority on Fair Trade activi- 
ties and legislation, provides the fol- 
lowing answer: 

“This subject is governed by Sec. 
2 (d) of the Robinson-Patman Act 
which, in substance, makes it un- 
lawful for a seller to pay a customer 
for services or facilities furnished in 
the sale of the seller’s products, un- 
less such payment is made available, 
on proportionately equal terms, to 
all other competing customers. 

“Complaints are now pending be- 
fore the Federal Trade Commission, 
charging a violation of this provision 
where such ‘push money’ was offered 
to salesmen of certain customers, 
but not to salesmen of other cus- 
tomers. 

“Although the subject has not yet 
received final adjudication, it seems 
clear that this practice is LAWFUL 


when the opportunity to earn this 
‘push money’ is open to salesmen of 
all customers, and is not limited to 
the salesmen of a limited number of 
customers. 

“In the adoption of such a plan, 
care should be taken with respect 
to the form of notification containing 
such proposal, so as to ensure its 
conformance with the named section 
of the Robinson-Patman Act.” 


Like Paper Money 


| a business man’s 
check or negotiable note does not 
become legally effective until it has 
been delivered to the person for 
whom it is intended. Yet, a so-called 
holder in due course of a note or 
check may enforce it, even though it 
was never delivered by the maker, 
but was actually stolen from him. 

Suppose, for example, a business 
man signs a check or note and 
leaves it on his desk until he can 
turn it over to the person for whom 
he intends it. A thief steals it from 
his desk and negotiates it to an 
innocent person who pays for it 
and knows nothing of the theft. Of 
course, the thief forged an endorse- 
ment, but in spite of that the in- 
nocent holder in due course can col- 
lect on the check or note. Recently 
a Federal court put it this way: 

“One who fully completes a nego- 
tiable paper. withholding delivery, 
assumes the risk of its getting out of 
his possession into the hands of the 
holder in due course.” 
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: | AMAZING HAND SAW VALUE 
“| for National Hardware Pvc Gorse 
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“NINETEEN-FORTY” SPECIAL 
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The tremendous success which attended Disston’s 


contribution to Hardware Week last year,andthe FOR NATIONAL, HARDWARE 


trade’s acclaim for an encore, prompted the creation 
of another Disston Hand Saw Special for National 
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H ’ 
ardware Open House APRIL 25 TO MAY 4 
) | Here it is—The Disston “NINETEEN-FORTY” Order now This National Hard- x 
, as 
| Special, a Disston-made hand saw to sell at the amaz- si oo 4 a Hand ec = sour” 
ing low price of $2.39... a bigger and better value. _ individual boxes; one in colorful, 6° .7 
easel-back display box: Or 
Get your order in now! Handsome 26” Hand Saws, _—You sell for . . $7.17 ov’ i ties 
a Y t... Sm Mt” win “4 
individually boxed, three packed to a carton, one Gur cos one 7 Disston & Sons, 
. . Your margin .$2.87 9% y* _ Inc., Philadelphia, 
of the three wrapped in transparent covering form- we we, U.S.A. 
ing the sales-making counter display shown above. aw s” fia. deg yes Rape —_ 
Se ee 
7 ° 7 os ia or 
Beautiful cherry wood handle. Disston weatherproof a ® ioe Sledincal Wiesisenae anu f Shc 
finish. Five large nickel-plated screws. 26" lightweight se rd a 
WE, .caccccccccnennnascesssesssounssssoacsacesesaee 
blade, 8 point only. Straight back; full taper grinding, ge? RN et Te 
tempered for long life. Disston workmanship. pg EL NFO TT (HA) 
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SALES OF 1,853 INDEPENDENT HARDWARE DEALERS IN UNITED STATES 
December, 1939 









































Dollar Sales Reported 














Percentage Change 
Number Dec., 1939, from 
States by regions of Firms Dec., Nov., Dec., Dec., Nov., 
Reporting 1938 1939 1939 1938 1939 
New England ae 84 + 98 +218 940,148 856,527 772,074 
Connecticut os 12 +15.3 3.6 77,274 67,046 80,157 
Maine 9 + 94 + 76 47,578 43,486 44,202 
Massachusetts 45 + 9.6 434.0 516,841 471,686 385,830 
New Hampshire and Vermont 12 + 7.7 +149 195,220 181,192 169,876 
Rhode Island 6 +10.9 +12.2 103,235 93,117 92,009 
Middle Atlantic 209 +11.6 +18.3 1,144,823 1,025,520 967,832 
New Jersey ; 9 1.6 +26.6 56,984 57,892 45,015 
New York 28 + 5.1 +26.6 157,210 149,523 124,222 
Pennsylvania 172 +13.8 +16.5 930,629 818,105 798,595 
East North Central 461 +12.9 +23.4 2,697,518 2,389,361 2,185,936 
Illinois 117 +11.4 +11.7 576,460 517,565 516,005 
Indiana 61 +13.6 +26.5 393,201 346,113 310,789 
Michigan 50 +12.5 +26.4 298,275 265,136 236,044 
Ohio 134 +14.2 +20.9 836,218 731,965 691,404 
Wisconsin 99 +12.3 +37.5 593,364 528,582 431,694 
West North Central 339 + 98 +17.9 1,066,126 971,151 904,295 
lowa hei 81 + 8.7 +18.3 343,674 316,264 290,573 
Kansas ‘ 83 +10.4 +16.2 161,840 146,651 139,224 
Minnesota ; 28 +17.0 +34.7 174,034 148,784 129,236 
Missouri 7 + 7.7 +12.1 250,896 232,981 223,766 
Nebraska nae 53 + 38 +11.7 102,515 98,801 91,790 
North Dakota ; 13 +22.6 +13.2 30,801 25,120 27,207 
South Dakota aa ate ba ois 
South Atlantic : 83 + 1.1 + 1.5 493,426 487,904 500,866 
Delaware < ee 
District of Columbia ' . aa 
Florida aes 25 5.6 8.6 136,857 145,007 149,740 
Georgia 2: + 0.4 2.6 126,807 126,291 130,200 
Maryland - 
North Carolina ; 5 +19.5 + 3.2 57,121 47,805 55,375 
South Carolina a emcee dis 8 +118 2.0 66,188 59,226 67,548 
Virginia 10 11.6 + 2.5 65,735 74,387 64,143 
West Virginia 8 +16.2 +34.0 33,140 28,528 24,739 
East South Central ¥ 41 3.8 +11.4 265,008 275,435 237,826 
Alabama > ¥ 18 10.7 + 5.6 107,160 120,047 101,452 
Kentucky ‘ ee | 1] + 5.7 +36.6 62,926 59,559 46,064 
Mississippi : 
Tennessee 10 0.8 + 5.2 91,026 91,730 86,548 
West South Central 131 + 15 +10.5 732,637 721,670 662,979 
Arkansas mated 23 + 6.3 + 49 134,806 126,807 128,489 
Louisiana ” ene ae eT RS oe eae 
Oklahoma 4] 42: , +36.7 216,808 226,336 158,561 
Texas 64 + 2.5 + 0.2 357,338 348,534 356,524 
Mountain Bas 112 +11.7 +13.2 877,366 785,504 774,761 
Arizona ae 17 +13.8 + 08 255,320 224,430 253.204 
Colorado ae 31 +15.7 +24.3 160,384 138,630 128,989 
Idaho 22 + 9.4 +20.5 130,253 119,075 108,064 Sat 
Montana : oe 26 +10.3 +18.4 201,819 182,940 170,449 
Nevada +8 0 4 
New Mexico - 
Utah 0s 
Wyoming a . This 
Pacific a + 6.0 421.7 2,067,129 1,950,473 1,698,582 Unive 
California 305 + 43 +-22.9 1.489.963 1.427.926 1.211.917 success 
Oregon 39 +17.7 +27.8 235.645 200.179 184.336 Open 
Washington 49 + 5.9 +13.0 341,521 322.368 302,329 bring 
iat “ee . ee ; —________—— during 
TOTAL 1,853 + 8.7 +18.1 10,284,181 9,463,545 8,705,151 Hardy 
Chicago, Illinois 16 + 8.7 +23.2 60,019 55.202 48.722 
Los Angeles, California 39 — 36 +25.0 168,492 174.867 134.753 
Portland, Oregon 15 +. 6.6 +21.2 32.543 30,519 26.852 
St. Louis, Missouri 19 +13.2 +35.5 50.981 45.042 37.620 
San Francisco, California 33 10.3 +36.2 66.595 74.236 48.887 
Seattle, Washington 16 0.6 0.8 139,664 140,519 140.848 





*Note while stores from these states are included in grand total. figures for these states are not shown on this chart be- 
cause of insufficient data. Compiled by Bureau of the Census. U. S. Department of Commerce. 
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= UNIVERSAL Specials for 
"Kitchen, Laundry and Bath... 


UNIVERSAL’S 
Saturday Evening Post 
Advertisement 
April 20th issue 


This advertisement 


bring customers into your store 
during this Great Nation-wide 
Hardware Sale! 


represents 

Universal’s contribution to the [= 
success of “National Hardware | 
Open House” — it will help to 7% 


To help you and other hardware 
dealers make “National Hardware 
Open House” the biggest sales event 
in the history of your store, Universal 
is offering THREE FAST-SELLING 
SPECIALS of highest quality and 
workmanship. 


nil ¥ 


eee 


Use these Universal SPECIALS with 
their quality acceptance as price 
leaders to boost your sales and make 
more profits. Use them to increase 
floor traffic and to help win new 
regular customers. Each item is a 


necessity in every home. 


Write or wire your order today for these UNIVERSAL Specials 











LANDERS, FRARY & CLARK 


New Britain, Conn. 


The Trade Mark Known in Every Home 
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THOMAS W. GULLEY, 
Western district manager for 
the National Enameling and 
Stamping Company, com- 
pleted his 50th year in the 
hardware business in October, 
1939 and celebrated his 66th 
birthday on July 21st of the 
same year. Mr. Gulley has 
spent the entire span of his 
business existence with the 
National Enameling and 
Stamping Company and _ its 
predecessors. Born in 1873, 
Mr. Gulley started his busi- 
ness career in October, 1889 
with Matthai, Ingram & Com- 
pany in Baltimore. Matthai., 
Ingram & Company became a 
part of the National Enameling and Stamping Company 
when that organization was formed in 1899. Mr. Gulley 
progressed steadily until he became vice-president in 
charge of sales at the general offices of the company in 
Milwaukee, Wisconsin. Three years ago the company 
opened its own direct Pacific Coast branch office with a 
separate sales organization and Mr. Gulley was chosen 
as its head. He is located in the Western Merchandise 





THOMAS W. GULLEY 
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Hardware Age 
Fifty Year 
Club 


Mart, San Francisco, Cal. He never has been interested 
in holding political or public office and states that his 
principal hobby is work. 


COL. HUGHES B. KEN- 
NEDY, vice-president of 
Wimberly & Thomas Hard- 
ware Co., Inc., Birmingham, 
Ala., and one of the most 
widely-known men in the hard- 
ware business in the South, 
has completed his 50th year 
with his firm. Col. Kennedy 


started with Wimberly & 
Thomas in 1889 when Bir- 
mingham was primarily a 


mining town with a population 
of a few thousand. He became 
territory salesman for the com- 
pany in northwestern Ala- 
bama and represented the firm 
in this connection for more 
than 40 years. He was also an 
army officer during the Spanish-American War. On 
July 28, the anniversary of his 50th year with the com- 
pany, Col. Kennedy was guest of honor’ at a banquet 
attended by approximately 50 of the firm’s employees. Of 
this number there were 31 men who had been in the 
company’s service for a period of 20 years or longer. Dur- 
ing the course of the banquet, Felton Wimberly, vice- 
president and treasurer of the company, presented Col. 
Kennedy with a gold-and diamond-set “Fifty Year Pin.” 





COL. H. B. KENNEDY 
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~The JACKSON LINE 


...1S a Profitable Business Builder 


Sturdiness of construction, suitability of the line insures your command of a profitable market 
because you can meet the need of your customer. 






equipment for the service intended plus . . . The 





Your Distributor can give you complete details 
and price, so get in touch with him today. Be 
ready for the spring rush with Jackson Superior 
you can capitalize. The completeness of Jackson Products ... for 64 years the standard. 





Jackson Name and Reputation for Superior Qual- 






ity, Design and Quick Service are Sales Assets 



















BARROWS 
LAWN ROLLERS Ga: ae 
CONCRETE CARTS ae 
Type M4 DRAG SCRAPERS te 
Trays pressed from MORTAR PANS Type K-5X 
high carbon steel and nine . 
reinforced. Heaped ca- MIXING BOXES oon reseed 






pacity 4 cu. ft. 






steel tray. Heaped 
capacity 4 cu. ft. 


ASK YOUR DISTRIBUTOR FOR PRICES 






Write for Catalog No. 40 H—Illustrated in color. 


JACKSON MANUFACTURING CO. HARRISBURG, PA. 


Established 1876 
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NATIONALLY ADVERTISED 
The 1940 Clemson Model C-17 has the eye- 
ag- appeal, the price, the features, the construction 
si aperated ond the advertising backing that you need for 
capa GP 1940 selling. 

; Convincing national magazine advertise- 








ght of 


»r for he'g 































ments reaching 4,389,449 homes. 
DIRECT MAIL 
In addition to national gozine advertising, 
It took Clemson, America's oldest hack saw blade manufacturer to achieve this sales sensation—a there will be a variety of hard-hitting, spot mer- 
precision lawn hine sparkling with chromium plate and yellow baked enamel, that automatically chandising, direct mail literature for dealer use. 
stays sharp and never needs oiling or greasing. 
Last year, dealers everywhere enthusiastically praised the fascinating eye-appeal and superior cut- SELLING AIDS 
Get behind this dramatic Clemson C-17 mer- 


ting performance of this new Clemson Model C-17 Lawn Machine. 
The 1940 Model introduced here incorporates refinements and improvement in assembly with- 
out change of design or appearance. A modern C-17 Grass Catcher is also now available. color, window, and floor display, banners, 
If you are looking for an opportunity to increase lawn mower sales and profits, then we suggest you counter literature and other FREE impressive 


investigate the Clemson Model C-17 at once. 


CPlopscn MODEL C-I7 LAWN MOWER 
CLEMSON BROS. INC. MIDDLETOWN, NEW YORK 
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chandising program and use the striking full 





dealer selling aids. 
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News of Retailers, Jobbers, 
and Manufacturers 
Salesmen 





and 
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FAYETTE R. PLUMB MAKES CHANGES 
IN EXECUTIVE SALES STAFF 


Frank L. Campbell 


is now secretary 


and sales manager; Frank P. Green, 


merchandise direct 
Gilliard, traveling 


Fayette R. Plumb, Inc., Phil- 
adelphia, Pa., has announced that 
Frank L. Campbell, sales man 





FRANK L. CAMPBELL 


ager, has been elected secretary 
of the company; Frank P. Green 
has been appointed merchandise 
director and elected a director 
and Louis E. Gilliard has been 
appointed traveling sales man- 
ager. 

Mr. Campbell started as an of- 
fice boy 33 years ago, and rose 
through various responsibilities 


| 
FRANK P. GREEN 
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| 1917 enlisted in the U. S. Avia- | 
| tion Corps. 


and Louis E. 
manager 


or, 
sales 


to become office manager. When 
the late John Teeple died in 
1920, Mr. Campbell succeeded 
him as Plumb’s representative, 
covering Ohio, Indiana, Michigan, 
New York State and New Eng- 
land. By 1924 he became trav- 
eling sales manager. In 1937, 
following the death of John M. 
Williams, Mr. Campbell was | 
made sales manager, and now he 
succeeds to the full title of sec- 
retary and sales manager, held | 
for many years by the late Mr. | 
Williams. 

Frank P. Green, merchandise 
director, also started as an office 
boy and has had over 30 years’ 





L. E. GILLIARD 


he has been with the company 
ever since. Until 1931 he trav- 
eled the Missouri river territory. 
From 1932 to 1938 he also looked 
after Plumb’s interest in several 
southern states. During the past 
year, Mr. Gilliard has covered 


points in New York State, Penn- | 


sylvania, Ohio, Michigan, In- | 
diana and Kentucky, as well as | 
| Chicago, Milwaukee and _ the | 


Twin Cities. 


TIN PLATE SALES HEAD 
NAMED BY REPUBLIC 


J. G. Carruthers has been ap- | 


pointed manager of sales of the 
tin plate division of the Republic 
Steel Corp., Cleveland, Ohio. He 


was formerly associated with the 


Bethlehem Steel Co. as assistant 
general manager of western sales 
located at Cleveland. 


HEADS HOTPOINT HOME 
TESTING LAB. 

Miss Mildred Hickman, man- 
ager, Home Economics Depart- 
ment, Edison General Electric 
Appliance Co., Inc., Chicago, III. 
has announced the appointment 
of Miss Clara Jahn to the Hot- 


point headquarters home eco- 
nomics staff. Miss Jahn will 
have charge of the Hotpoint 


Home Economics Testing Labora- 
tories in Chicago, succeeding 
Miss Jean McDougall, who re- 
signed to join Household Finance 
Corp. 


| 





CHARLES J. CONNORS 


Whose appointment as _ repre- 
| sentative for the Evansville 
| Tool Works line and the C-K-R 
| Division of The American 
| Fork & Hoe Co., Cleveland, 

Ohio, was announced in the 
Jan. 25th issue of HARDW ARE 
| AGE. 


HAS NEW TRADE NAME 


The “O-Pan-Top” sweeper 
formerly manufactured under 
that name by the O-Pan-Top Mfg. 
Co., Newark, N. J., and recently 
purchased by Landers, Frary & 
| Clark, New Britain, Conn., will 
henceforth carry the “Landers” 
| name. 
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_USHA Program 40 Per Cent Completed; 


Estimate Expenditure $280,000,000 


(Washington Bureau 
of HARDWARE AGB) 


The United States Housing Au- 


| thority, whose low-cost housing 


service with the company. Dur- | 
ing the World War, he was | 
Plumb’s purchasing agent, and in 


Returning to the 
company in 1919, he was made 
advertising and promotion man- 
ager, at the same time that 
Plumb inaugurated an enlarged 
national advertising program. 
Louis E. Gilliard, traveling 


| sales manager, started with the 


Plumb Company in 1921, as a 
salesman, after previous experi- 
ence in the selling field with the 
Joseph Dixon Crucible Company. 
Except for a brief period in 1926, 


| dows, 


| equipment, $24,000,000; 


construction program is about 40 
per cent completed, lists an esti- 


| mated $280,000,000 in expendi- 


tures before the present $770,- 
000,000 program is completed. 
Broken down, the estimate in- 
cludes figures for these materials: 
hardware, $3,800,000; metal win- 
doors, bucks, etc., $12,- 
100,000; heating and ventilating 


ing equipment and 
$30,700,000; electrical materials, 
fixtures, machinery, $15,000,000; 
reinforcing steel, $14,500,000, 
and structural steel and orna- 


mental iron, $14,500,000. 


plumb. | 
materials, | 


| The present USHA program 
provides for construction in 168 
communities of 160,000 family 
units to house 640,000 persons. 
| Estimates are that more than 40 
| per cent of this construction is 
under way and that about 21 per 
cent will be completed by next 
June. 

Loan contracts totaling $581,- 
776,000, representing 90 per cent 
of a $646,569,000 total estimated 
cost of 346 projects, have been 
147 communities, 
As of Dec. 31, 
including 


approved for 
the USHA said. 
1939, 
| loan contracts and earmarkings 
| for additional loans, totaled $666,- 
| 808,000. 


commitments, 
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HARDWARE MERCHANTS & MANUFACTURERS ASSN. 
PRESENT LAMMOT DU PONT WITH AWARD OF MERIT 


The 54th annual banquet of | Wm. Geo. Steltz, president of “For several years in charge of 
the Hardware Merchants’ and | the Supplee Biddle Hardware | the miscellaneous manufacturing 
Manufacturers’ Association of | Co., Philadelphia, and retiring | department, he had an active part 

president of the association in- 

troduced the new _ president, 
| Charles F. Griffith, Griffith Tool 
Works, Philadelphia, who acted 
as toastmaster. Following the 
presentation of the 1940 award, 
President Griffith introduced 
Hon. Hiram Bingham, former 
United States Senator from Con- “In more recent years as vice- 
| necticut, who spoke on “Life in | chairman and chairman of the 
| Washington Under Three Presi- | executive committee, member of | 


in the development, through ex- 
| tensive research and scientific ap- 
| plication, of many products such 


as paints, lacquers, _ polishes, | 


insecticides, disinfectants, plas- | 


tics, etc., which have contributed 
widely to the hardware field. 





dents.” | the finance committee, and since | 
| §. Horace Disston, Henry Diss- March, 1926, as president of the 
ton & Sons, Inc., Philadelphia,| E. I, du Pont de Nemours & 
and chairman of the Jury of Company, Lammot du Pont has | 
Award, which is composed of | guided the policy of the company | ho was recently appointed 
himself and Fayette R. Plumb, in its continued leadership in the | vice-president and general — 
Fayette R. Plumb, Inc., and John field of research and develop- | 2%°" of sales of the Pittsburgh 
| Screw & Bolt Corp., Pitts- 

ment of new products for the | burgh, Pa. 


RICHARD D. BAKER 





benefit of industry generally. 


“Conditions in specific indus- | 


LAMMOT du PONT 
tries in which his company is DUMONT WITH THREAD- 


interested and the well being and WELL TAP & DIE CO. 
Philadelphia was held at the | advancement of American Indus- At a stockholders’ meeting held 


Penn Athletic Club in that city, 
Thursday evening, Feb. 1. For 
several years this organization has 
selected some outstanding man 
in the hardware business who by 
his contribution to the industry 
and to public service, was worthy | 
of an Award of Merit. At this 
meeting it was decided to honor 


try in general have led Mr. du | Jan. 12, 1940, W. Beltran duMont 
was named vice-president and di- 
| in trade groups. He has served | rector of the Threadwell Tap & 
as president of the Manufactur- | Die Company, Greenfield, Mass. 
ing Chemists Association, on the | Mr. duMont, formerly vice-presi- 
board of directors of the National | dent in charge of sales of the 
| Greenfield Tap & Die Corpora- 
tion, brings to Threadwell 27 
years of experience in the small 


Pont to assume important offices 


Association of Manufacturers, 
and as a director of the Chamber | 
| of Commerce of the United |, 





Lammot du Pont, president of ; " parece te 
E. I. du Pont de Nemours & Co., | States. . ' 

Wilmington, Del., with the Gold Other — directors elected are 

Medal and Scroll Philip Rogers, president of the 

j GIBSON APPOINTS | Millers Falls Co., and George C. 

WM. GEO. STELTZ DISTRIBUTORS | Lunt, treasurer of the Rogers, 


a N ‘ . | Lunt and Bowlen Co. 
The Gibson Electric Refrig- | anita ahd : 


erator Corp., Greenville, Mich., | 


has appointed the L. V. Whit- 
ney Distributor Corp., 236 E. Erie RADIATOR FIRM 


St., Chicago, Ill., to handle all CHANGES NAME 

The report of the Jury of Gibson apartment house sales in| The Automatic Gas-Steam Ra- 
Award summarized in part, Mr. diator Co., Brushton Ave., Pitts- 
du Pont’s record of achievements, burgh, Pa., has changed its name 
from which we quote: | to the Automatic Gas Equipment 


S. North, North Bros. Mfg. Co., 
made the presentation to Mr. 
| du Pont. 


the Chicago area for both its 





“Freez’r Shelf” refrigerator line 
| and electric range line. L. C. 


Wiswell Co., 1315 S. Michigan | Company, according to an an 
'nouncement by G. C. Blackmore, 


| president. Broadening of the 
4 company’s line of products to in- 
pany has the same metropolitan | (),,q¢ many types of heating units 
set-up in New York City where made the change mandatory. 
R. H. McMann, Inc., 12 Warren | There has been no change in 
St., is the wholesale outlet and | personnel. In addition to Mr. 
Bushwick-McPhilben Corp., 12 | Blackmore, other officers include: 
W. 27th St., handles apartment | G. W. Blackmore, treasurer, and 
house sales. J. B. Selover, chief engineer, 


“After working his way up 
through the manufacturing oper- 
ations to become the _ general 
superintendent of the black pow- 
der department and then the 
director in charge, he was in 
1915 elected a director and mem- 
ber of the executive committee 
of E. I. du Pont de Nemours & 
Company. In the following year 
CHARLES F. GRIFFITH he became vice-president. 


Ave., is the company’s wholesale 
distributor in Chicago. The com- 








FEBRUARY 8, 1940 105 














Coleman salesmen in their classes receiving special instructions on the demonstrations of both the Coleman gasoline and kerosene 
mantle lamps which will play an important part in the Coleman sales program later in the year. 
almost entirely by the light of Coleman lamps themselves. 


THE COLEMAN LAMP & STOVE CO. EXPECTS 
ANOTHRER BIG YEAR IN 1940 


A big year in 1940 succeeding 
a big year in 1939 is the plan of 
the officials of the Coleman Lamp 
and Stove Company, following 
one of the most optimistic and 
enthusiastic annual sales meet- 
ings in its history recently held 
at the company headquarters in 
Wichita, Kan. Sales representa- 
tives from all over the United 
States were in attendance at the 
meeting where new and improved 
products, sales and advertising 
programs for the year 1940 were 
presented. 

Officials pointed out during this 
sales conference that, in spite 
of present rising trends in prices, 
quality Coleman products are of- 
fered at popular low prices. The 
sales of Coleman products in 1939 


“VITAPANE” GETS NEW 
TRADE NAME 


To avoid similarity in name 


with any other products and to | 


protect consumers, Arvey Corp., 
Chicago, IIL, is to change the 
name of its product “Vitapane” 
to “R-V-Lite.” “R-V-Lite ( Vita- 
pane),” is a daylight-clear trans- 
parent glass substitute. 


E. T. LOCKE FORMS 
MFRS. AGENCY 


E. T. Locke has formed his 
own organization of manufac- 
turers’ representatives, Ed_ T. 
Locke and Associates with offices 
in the Duttenhofer Bldg., Cin- 
cinnati, Ohio. Mr. Locke will 
cover the territory comprising 


southern Ohio, Indiana, Ken.- | 


tucky, and West Virginia. At | 
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showed a fine increase—the best 
within recent years—and the op- 
timism for further good sales in 
1940 was based on a continuing 
upward trend in the sale and 
use of Coleman products. With 
the new and improved models, 
the sales drive will be backed by 
a new “Step-Up” sales plan and 
one of the strongest and biggest 
advertising campaigns in recent 
years. 

One of the features of this sales 
meeting was special class work 
for salesmen on the technique of 
demonstrating Coleman _ ap- 
pliances so that they might bet- 
ter teach dealers how to demon- 
strate and show customers extra 
features and advantages of Cole- 
man products. 


present the new firm represents 
The F. A. Smith Mfg. Co., Roch- 
ester, N. Y., manufacturer of 
| “Artic Aire” electric fans and 


NuTone Chimes, Inc., Cincinnati, 
Ohio, manufacturer of a com- 
plete line of door chimes. 

Mr. Locke was formerly sales 
manager of Victor Electric Prod- 
ucts, Inc., Cincinnati, Ohio. He 
resigned, Jan. 15, to form his own 
organization. 


McCOY REPRESENTS TRYON 
IN NEW JERSEY 


James McCoy is now repre- 
senting the Edw. K. Tryon Co., 
Philadelphia, Pa., wholesale 
hardware and sporting goods dis- 
tributor, in the New Jersey terri- 
tory extending from Beach Haven 
to Red Bank. Evan Chandlee, 
who formerly covered this terri- 
tory, is now at the firm’s Phila- 
delphia headquarters. 

The firm’s annual sporting 
goods and fishing equipment cata- 
log will be issued on Feb. 22. 
The catalog will be of approxi- 
mately 50 pages in size and will 
contain retail prices and dis- 
counts. 


This particular picture was made 


1940 OFFICERS OF THE HARD- 
WARE ASSOCIATES, INC. 


At the recent annual meeting 
of the Hardware Associates, Inc.. 
held at its headquarters in Chi 
cago, the following officers were 
elected for 1940: Sherrill Sher 
man, president, Robert Hard 
ware Co., Utica, N. Y.; J. W. 
Hasson, vice-president, House 
Hasson Hardware Co.,  Inc.. 
Knoxville, Tenn.; A. J. Becker. 
secretary-treasurer, Ohio Valley 
Hdwe. & Roofing Co., Evansville. 
Ind.; C. C. Schafer, The Schafer 
Co., Decatur, Ind.; W. S. Knapp. 
Knapp & Spencer Hardware Co.. 
Inc., Sioux City, Iowa; R. W. 
Arnold, Oklahoma City Hard 
ware Co., Oklahoma City, Okla 
homa, and C. H. Rohrer, Schin- 
del-Rohrer & Co., Hagerstown. 
Md. 

An extensive dealer advertis 
ing and promotional program 
was presented to assist the hard 
ware retailer in meeting competi 
tion and regaining business that 
is now going to other outlets. 


1,089 YEARS WITH THE McKINNEY MFG. CO. 








A group of the employees of the McKinney Mfg. Co., Pittsburgh, Pa. Some of the employees in 
this photograph are celebrating their 50th and 60th anniversaries with the company. This group 


represents a combined total of over 1,089 years of hardware experience. 
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FOUR REASONS WHY 
DEALERS SAY — “MILFORD IS 





























The Only Blade sold under a EASY-STARTING SKILLFULLY STRONG 
FAIR TRADE TEETH MERCHANDISED SALES HELPS 
CONTRACT Start the cut without slip- The Milford line has You will be supplied 

+4: ' ping, in any metal, any sales appeal. It is com- with displays and circulars, 

i ri Ri raesgancs shape ...save time... save plete with attractive including the néw booklet, 

2 ee ee blades. This exclusive fea- stock assortments, in- Tricks of the Trade, 20 pp., 

a line. We do - ture is making new friends cluding several sure- illus. for free distribution 

sell chain stores and mail for Milford every day. fire merchandisers. to customers. 


order houses. 


Get the facts, and see for yourself why it will pay to 
feature the Milford line in 1940. Write for details to— 


THE HENRY G. THOMPSON & SON CO. 
MILL STREET ¢ NEW HAVEN, CONN. 
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THE NEW 


JACOBSEN 


LAWN QUEEN 


There is a growing demand for power mowers among 
town, suburban and country homes, and here is a mower you 
can sell at a fair profit, with the full knowledge that its 
performance will be a cred‘t to you. 





The lowest-priced power mower Jacobsen ever built, yet 
it has that excellence which has given Jacobsen a world-wide 
reputation for fine power mowers. A boy or girl can oper- 
ate it, and get a thrill out of doing it. 

The Lawn Queen is built throughout as a power mower by 
the world’s foremost power-mower engi-  peraiL PRICE 
neers. Automatic Safety Drive Single-Plate F.9.8. RACINE 


Dise Clutch, 20-inch adjustable Bearing 
Reel, a Jacobsen motor with only 3 major 50 
moving parts and other high grade fea- 
tures assure many years of fine service 

with a minimum of attention and care. 


NEW JACOBSEN POWER ROLLER 


Kl nates the back-breaking work of using a hand 
roller putting greens, bowling greens, tennis courts, 
new and developed lawns. Keeps turf in smoother, healthy 
condition. May be had with turf slicer that aerates the aed. 

Let Jacobsen prestige help you take advantage 
of the swing to power mowers. Write for litera- 
ture and details of our dealer plan. 


JACOBSEN MANUFACTURING CO. 


775 Washington Ave., Racine, Wis. 







There's a Jacobsen Power Mower for Every Job! 
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G-E APPOINTS WATER HEATER 
AND RANGE SALES MANAGERS 


The appointment of Elmer C. 
Dvorak as sales manager of 
ranges, and that of Ray Rich as 





E. C. DVORAK 


sales manager of water heaters, | 
has been announced by J. R. | 
Poteat, manager of the General 
Electric Co.’s water-heater-range 
section at Bridgeport, Conn. 

Mr. Dvorak has been district 
representative for G-E ranges and 
water heaters for Ohio, Michigan, 
Kentucky, and Indiana _ since | 
1937. His association with Gen- | 
eral Electric began in 1934, in 
the advertising and sales promo- 
tion section, and he was trans- 


BOOSTERS HEAR TALK ON 
INSURANCE MATTERS 

E. C. Seifert, eastern manager, 
Hardware Mutual Casualty Co., 
addressed the Jan. 26 meeting of 
the Hardware Boosters held at 
the Circle Club, 1819 Broadway, 
New York City, on the subject of, 
“Business Risks Avoided by In- 
surance.” Briefly tracing the his- 
tory of insurance in this country 
Mr. Seifert urged that people buy 
insurance, providing the best pos- 
sible coverage, from companies 
offering the best service, for the 
businessman’s needs. He also 
outlined the control exercised in 
New York State by the Insurance 
Commission over insurance com- 
panies licensed to do business in 
the state. The meeting was pre- 
sided over by Harry Fox, Star 
Expansion Bolt Co., vice-presi- 
dent. Appointment of Harry J. 
Schmitt, H. Blumberg & Sons, 
Inc., Hempstead, L. I., as trea- 
surer succeeding the late Albert 
Westphal, Corbin Cabinet Lock 
Co. and Corbin Screw Corp. was 
announced. 








| ferred to range and water heate: 
| activities in 1937. 

Mr. Rich has been charged 
with the responsibility of pro 
| moting water heater sales, and 
particularly the small “Rocket” 
water heater, since 1938, when he 
was recalled to headquarters from 
the Pacific Coast where he had 
been district range-water heate: 
specialist. He joined the G-E 
student engineering course in 
1933, later going to the personnel 





RAY RICH 


section. He became connected 
with appliance sales in 1936, and 
was shortly afterwards transferred 
to the Pacific Coast. 


John F. Voelkel, Bommer 
Spring Hinge Co., Edward R. 
Schmidt, Star Expansion Bolt 
Co. and William A. Lewis, Bom- 
mer Spring Hinge Co. were 
elected members. 


WOOSTER TO INTRODUCE 
NEW BRUSH CONSTRUCTION 


The Wooster Brush Company 
executives and salesmen met Fri- 
day and Saturday, January 12 
and 13, 1940, for their semi- 
annual sales meeting in Wooster, 
Ohio. 

C. P. Foss, vice-president and 
sales manager, in charge of the 
meeting, outlined the excellent 
outlook for paint brush sales this 
spring and throughout 1940 and 
called attention to the very satis 
factory volume experienced last 
fall. 

W. R. Foss, president and gen 
eral manager, showed samples of 
new numbers that are to be im 
mediately added to the line. A 
new brush construction, for which 
patent has been applied, aroused 
enthusiasm. 
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BROKAW HEADS OHIO BICYCLE LEAGUE; 
GUS HUSSE IS STATE REPRESENTATIVE 


Clyde Brokaw, Shelby Cycle 
Co., Shelby, Ohio, and president 
of Cyeles Trades of America, 





H. C. BROKAW 


chairman of the 
board of directors of the Ohio 
Amateur Bicycle League of | 
(merica. Mr. Brokaw acted as 
chief judge in the State Cham- 
pionship race held in Shelby, 
Ohio, Aug. 10, 1938, promoted 
by the Shelby Wheelmen, and 
has had more than a passing in- 
terest in amateur bike racing. He | 
was unanimously elected by all 
A.B.L. clubs in Ohio. 


August Husse, third vice-presi- 


was elected 





1940 





Gus Husse “ready-to-go” 


dent of the Amateur Bicycle 
League of America was elected 
state representative “of Ohio for 
1940. Mr. Husse has been as- 
sociated with the A.B.L. for sev- 
eral years and during that time 
was capable of bringing the Na- 
tional Championship to Colum- 
bus in September, 1939. It 
marks the first time that the an- 
nual race has been held in 
Columbus. 


NEW OFFICERS OF 
NORTH JERSEY ASSN. 


At the Jan. 23 meeting of the 
North Jersey Hardware & Supply 
Association held at the Hotel 
Plaza, Jersey City, N. J., the fol- 
lowing officers were elected for 
1940: president, Theodore Ro- 
maine, Romaine Hdwe. Co., 
Hackensack, N. J.; vice-president, 
George Force, Tuttle Bros. Hdwe., 
Westfield, N. J., and secretary- 
treasurer (reelected) Melville F. 
Miller, Miller Hdwe. Co., Jersey 
City, Ne §. 

The discussion at the meeting 
concerned drug stores that sell 
hardware items not only on regu- 
lar business days but on Sundays 
and holidays when the hardware 
store is forced to remain closed. 
The association made _ tentative 
plans for a ladies’ night to be 
held in April. 
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@ It's the Step-Up 
that Pushed Gibson Ahead 92% in ‘39! 


It took the last two years for some dealers 
and all other manufacturers to discover it, 
but Gibson alone among independents has 
been building refrigerators for TODAY’s AND 
TOMORROW'S MARKET—and the $89.95 Gibson 
is the open door to that market. The record 
proves it; in °39 Gibson’s sales increase 
topped the industry’s increase by 92%. 

With Gibson, you pull them in with a 
superlative 6-foot refrigerator with a sealed 
Scotch Yoke mechanigm — AND — having 
gotten them in, there’s a step-up to a 3-ZONE 
Freez’r Shelf cabinet at a painless increase 
(and more profit) —-AND—you don’t have 
to load the floor with slow-motion numbers 
in order to sell the fast-action Gibson line! 





* Recommended Resale Advertised Price 
F.O.B. Greenville 


| GIBSON ELECTRIC REFRIGERATOK CORPORATION, Greenville, Michigan 


Export Office: 201 N. Wells St., Chicago, U.S.A. 
Cable Address: Gibselco, Bentley Code 


Get in on the Fourth 
Year of Gibson's 
Ahead - of - the - Industry 
Increase! 


Find Out About the 
Low-Priced Advertising 
Special! 





Full 6 Cubic Foot Cabinet 
with Hermetically Sealed 
Scotch Yoke Mechanism * 
Ice Capacity, 742, Pounds 
—63 Fast-Frozsen Cubes « 
Thermocraft Insulated, 
Fully Sealed, All-Steel, 
All-Welded Cabinet. 
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PITTSBURGH HARDWARE DEALERS CRITICIZE 
DIRECT SELLING IN THE TRADE 


Here are nineteen smash hit items that have a 
beauty-utility-price appeal aimed right at your 
party-minded customers! The entire assort- 
ment comes to you complete . . . packed in 
one shipping carton ... all ready for you to 
display and sell. Pick up some “easy money” 
by turning your casual shopper into a double- 
profit customer! Order this sure-fire (No. 
5900) assortment today ... NOW... while 
it’s fresh in your mind! Send for new Ever- 
craft Catalog . see if you’re passing up 
other easy profits! 
MERCHANDISE MART GIFT SHOW 


January 29 to February 10 
The Zangs Company—Room 1598 


NEW YORK GIFT SHOW 
February 19-23 Hotel Pennsylvania—Room 501 





At the last monthly meeting of 
the Pittsburgh Retail Hardware 
Kossler, 
president, introduced Frank A. 


Association,” Otto A. 








FRANK A. HEGNER 


Hegner, chairman of the com- 
mittee on Trade Relations and 
| president of Federated Council 
of Retailers of Pittsburgh. Other 
|members of this committee are 
Frank W. Kossler, Sr., and Roy 
| E. Whitfield. Mr. Hegner gave 
|a talk entitled “Why Hardware 
| Retailers Get Gray.” 
Emphasizing the fact that his 
remarks were meant as entirely 





| constructive Mr. Hegner criticized 
the jobbers who give wholesale 
prices to consumers and the re- 
tailer who permits discounts. To 
bring his point home more strong- 
ly Mr. Hegner quoted from the 
famous Boston consumer survey 
which found that nearly 35 per 
cent of the goods owned by those 
people interviewed had been pur- 
chased at a discount. This sur- 
vey also indicated that a major 


| portion of these sales was made 


to individuals whose income was 


of sufficient size to warrant pay- | 
ing full retail prices and not to| 


persons of the lower income 
brackets. 

Mr. Hegner placed much of 
the blame for discount buying on 
large companies. He recognized 
that any jobber or dealer from 


whom a large corporation de- | 
mands a discount is in a dif- | 
ficult position to refuse, but he | 


| stated that the seeking of dis- 
|count favors by corporations 
| reacts in the long run not only 
| to the detriment of the jobber 
| and dealer but to the corporation 
itself. 

Other speakers on the subject 
of retail trade diversion were E. 
K. Ploner, eastern sales manager 


3 EAST STREET ¢ FREDERICK, MD. | of the Chicago Flexible Shaft Co., 


| eS | Chicago, Tll., and Mr. Helfer, sec- 
' 


| | retary of the Pittsburgh Retail 
110 
| 









Jewelers Association. Mr. Ploner 
discussed the efforts of his com- 
pany to maintain prices by regis- 
|tration under the Fair Trades 
Act. He also attacked the boot- 
\legging of appliances through 
distributors and export offices. 
| His further comments concerneé 
the reluctance of hardware deal- 
ers to push lines whose prices 
were maintained through the 
sales policies of the manufactur- 
ers. Mr. Helfer noted the in- 
| crease in business experienced 
| by local jewelers since the incep- 
|tion of an agreement between 
wholesale and retail jewelers 
whereby wholesale jewelers agree 
not to sell to consumers at whole- 


sale prices. 


| REVISED STANDARDS ON 
| THREADED PRODUCTS 


(Washington Bureau 
of HARDWARE AGE) 


The Interdepartmental Screw 
Thread Committee, successor to 
the National Screw Thread Com- 
mission, which was abolished in 
1933, will soon publish revised 
standards covering bolts, nuts and 
other threaded products, bringing 
the former standards up to date 
in certain important respects. 

Created by the Secretary of 
Commerce last September to 
safeguard the interests of the gov- 
ernment in the purchase of 
wrenches, threading tools, limit 
gages as well as bolts, nuts and 
other threaded products, the com- 
mittee is composed of represen- 
tatives of the War, Navy and 
Commerce Departments and four 
advisory representatives from the 
American Society of Mechanical 
Engineers, Society of Automotive 
Engineers, American Standards 
Association, and the Sectional 
Committee on Standardization of 
Screw Threads. 


'FEDERATED SALES SERVICE 
REPRESENTS SOILICIDE 
The Federated Sales Service, 

Inc., 729 Boylston St., Boston, 

Mass., has been appointed mar- 

| keting counsel for Soilicide Lab- 





| oratories, 8 Laurel Place, Upper 
Montclair, N. J., and will help 
that company build a_ national 
sales organization of manufac- 
turers’ sales agents. Soilicide 
Laboratories manufacture and 
| distribute thallium sulphate baits 
and manufacture ant traps, roach 
traps, ant bait, etc. Manufac- 
turer’s sales agents interested in 
this sales franchise should com- 
municate with The Federated 
Sales Service. 
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WAGNER JOINS 
‘WISCO HDWE. 


Emil R. Wagner has become 
associated with the Wisco Hard- 
ware Co., Madison, Wis., dealer- 
owned wholesale firm and_ will 
act in a buying capacity in his 
Mr. Wagner was 
with the 


new position. 


formerly associated 





EMIL R. WAGNER 


Wheeling Corrugating Co. for 
whom he covered 24 counties in 
South and Central Wisconsin. 


DEVOE & REYNOLDS MAKES 
SERVICE AWARDS 


At special meetings held in 
Chicago and New York last week 
E. S. Phillips, president, Devoe 
& Reynolds Co., New York City, 
presented 112 Service Club 
Awards. Seventy employees were 


presented with the 10-Year 
Award, including S. E. Harris, 
Boston branch manager; R. R. 


Doak, manager southwestern di- 
vision, and E. N. Harris, comp- 
troller. Included also in this 
class were Dewey Fetter, manager 
of the company’s store at Lima. 
Ohio; George Kempf, manager of 
the main statistical department in 





New York; Ray Polhemus, office 
manager at Kansas City, and 
Arthur Duggan, assistant credit 
manager at Boston. 

Thirty-nine employees were 
presented with 20-Year Awards, 
including FE. B. Prindle, vice- | 
president and secretary of the | 
company; M. P. Westcott, man- 
ager, Pittsburgh district; W. J. 
Tonks, director of plants; W. C. 
Dabney, head of the Jones-Dab- | 
ney division; Andrew Bornhau- 
ser, vice-president of the same 
division, and E. P. Armstrong, 
manager of the Devoe store on 
Fulton St., New York. 

The sole award in the 40-Year 
class went to Frank Kadlec of 
the company’s Newark, N. J., 
plant. In the half-century divi- 
sion Mr. Phillips made presenta- 
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tions to Charles E. McEwen and 
John Hollman. 

Mr. McEwen, who joined De- 
voe in 1889, started as a boy in 
the old Horatio St. plant in New 
York, and of late has been in 
the art department of the com- 
pany’s 42nd St. store, New York. 
Mr. Hollman, who also joined 
the company in 1889, has fol- 
lowed a factory career and for 
the past decade has been a brush 
inspector in the company’s brush 


plant in Brooklyn, N. Y. 


POT AND KETTLE 
CLUB NEWS 


Induction of the following new- 





ly elected officers and appointed | 
| 


committees of the Los Angeles | 
| Pot & Kettle Club was recently 
| held at the Jonathan Club with 
| 85 members present. 


The gener- 
al chairman was E. P. Hallock. 
Assisting him were A. F. Wheeler 
and Harry Davis on arrange- 
ments; L. L. Neblett and W. C. 
Hitt on entertainment, with B. J. 
Badham, Jr., acting as master of 
ceremonies. 

The following were the elected 


officers, A. F. 


Wheeler, presi- 
dent; C. H. Hobson, first vice- 
president; A. F. Tengwald, 


second vice-president; M. E. Nei- 
decker, corresponding secretary 
and R. C. Brose, treasurer. Di- 
rectors are the foregoing officers 
together with T. M. Moroney, 
Wilbur Curtis and V. T. Rupp. 
Appointed committees are 
membership, C. H. Hobson, H. 
Q. Wilson, A. H. Howson and 
H. O. Davis; program, A. F. 
Tengwald, A. G. Fischer and 
H. R. Terhune; sports, W. R. 
Read, Wilbur Curtis and Wm. 
Smith; welfare, V. T. Rupp and 
C. S. Walker; publicity, R. P. 
Knox and J. E. Baldwin: atten- 
dance, T. M. Moroney and W. S. 
McCune. Custodian, E. L. Eck- 


enrode; greeters, G. H. Slater 
and B. J. Badham, Jr.; parlia- 
mentarians, G. A. Hallenscheid 


and A. H. Clark, and historian, 
W. C. Hitt. 

A very fine watch was pre- 
sented to retiring president, T. M. 
Moroney in recognition of his 
excellent service to the club. 

The club voted to accept the 


| invitation of the Southern Cali- 


fornia Retail Hardware Associa- 
tion to hold the February 20 
meeting in the Hotel Hilton, 
Long Beach, and appointed Jo- 
seph V. Guilfoyle, secretary of 
the association and fellow club 
member, to be chairman of the 
day. The 19th annual hardware 
convention and exposition of the 
Hardware Association is being 
held in Long Beach at this time, 
so the noon luncheon will be a 
joint gathering. 
























































® NATIONAL SCREEN 
products are built to “take it” (hard 
usage) . . . and their extra 
strength, together with their many 
extra features (for NO extra cost), 


is a boost for the dealer who sells them! 


ASK YOUR JOBBER about the complete line of these 
extra feature products. There are a wide variety of styles 


to choose from and he can give you quick deliveries. 


Naticnal 
SCREEN DOORS f& WINDOW SCREENS 
f\\\ VENTILATORS 


) 

















NATIONALSCREEN Co.,INC., Suffolk, Va. 
a copy of your 1940 catalog show- 


in the com lete line of National Screen Doors, 
z Pp’ 
Window Screens and V 


entilators. 
Name... 


Address... 
City 


—_cnnsrasseee AGRE... 
NEW YORK OFFICE: 200 Fifth Avenue 
Southern Selling Agents: 


SAND & HULFISH 
22 Light St., Baltimore, Md. 
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Built for 
SERVICE, WEAR and 
PROFIT! 


I-MY ERS 


QUALITY 
PUMP LEATHER<,| 
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E.MYERS & BRO 


ASHLAND, OHIO 





It's time to face the facts about pump leathers. Believe 
it or not, a cheap pump leather is the most expensive 
pump part anyone can possibly buy. A few cents saved 
at the start usually means dollars spent for early replace- 
ment. 

The best of pump leathers finally wear out but the bet- 
ter they are the longer they last in service. That's why 
Myers Pump Leathers have established themselves as 
leaders. They are scientifically formed and treated by 
special process—and only the finest of selected leather is 
used. They wear and last longer and give better satisfac- 
ton than cheap leathers. 

Favorably priced with a favorable margin of profit— 
you make money and create customer satisfaction when 
you sell Myers Quality Pump Leathers. 


THE F.E.MYERS & BRO.co. 


ASHLAND, OHIO 


PUMPS~-WATER SYSTEMS - SPRAYERS - HAY TOOLS -DOOR HANGERS 
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YOUNGHOLM HEADS GAS 
AND ELECTRICAL ASSN. 


David S. Youngholm, vice- 


president of the Westinghouse 


Electric and Manufacturing Com- 


pany, Mansfield Ohio, was 
elected president of the Elec- | 
trical and Gas Association of | 


New York Ine., 480 Lexington 
Ave., New York, at the annual 
meeting of the association held 
January 17th. 

Other officers elected by the 
association were: J. H. Me- 
Kenna, central station sales 
manager, Knapp-Monarch Co., 
first vice-president; Clifford E. 
Paige, president of the Brook- 
lyn Union Gas Co., second vice- 
president; T. F. Barton, as- 
sistant district manager of the 
General Electric Company, third 
vice-president; Leslie C. Boyd, 
president of the Van Cortlandt 
Appliance Corp, fourth vice-pres- 
ident; S. J. O’Brien, president of 
the S. J. O’Brien Sales Corp., 
treasurer; Harry C. Calahan, 


| district manager of the General 


Electric Supply Corp., secretary, 
and James W. Carpenter, vice- 
president of Long Island Light- 
ing Company, assistant secretary. 


DETROIT REX MAKES 
SALES STAFF CHANGES 


W. W. Davidson, vice-president 
in charge of sales of Detroit Rex 
Products Co., Detroit, Mich., has 
announced the following promo- 
tions _ effective immediately: 
H. R. Norgren has been made as- 
sistant general sales manager in | 
charge of special accounts; D. E. 
Williard, assistant general sales 
manager in charge of regions and 
branch offices; and R. A. O’Reil- 
ly, manager of dry cleaning divi- 
sion. 


HEISE REPORTS OUTLOOK 
FOR SCHOLLHORN CO. 


Following a recent meeting of 
the directors of the Wm. Scholl- 
horn Co., New Haven, Conn., A. 
R. Heise, general manager, re- 
ports that the company has en- 
joyed one of its most successful 
years. Mr. Heise recently made 
an extended trip calling on sev- 
eral of the district sales man 


agers. The company also report- 


an excellent expansion in produ 


|tive hours because of increase:! 


business and views 1940 wit! 


surprise each Schollhorn em 
| ployee was presented with a tur 
|key in appreciation of their 
cooperation. 

The Schollhorn company 


punches, pruners and a_ wid 


tools. 


WESTINGHOUSE CHANGES 
IN RANGE SALES STAFF 


Appointment of Fred B. Hout 
as range sales development man 
ager of the Westinghouse Electric: 
& Manufacturing Company, mer 
chandising division, Mansfield. 
Ohio, is announced by Frank R 
Kohnstamm, sales manager. 

Mr. Kohnstamm also an 
nounced the appointment of M 
M. Feaman as water heater sales 
development manager and _ the 
promotion of George W. Erd 
mann to the post of sales train 
ing supervisor of the range and 
| water heater department. 
Messrs. Hout and Feaman, in 
|their new capacities, will serve 
las assistants to R. M. Beatty, 
who was recently appointed man- 
jager of the range and water 
| heater department. Mr. Beatty, 
formerly range and water heater 
sales development manager, now 
lis filling the position formerly 
| held by Reese Mills, now as- 
| sistant sales manager. 








NEW PHOENIX HDWE. 
FIRM FORMED 


Formation of a new Phoenix, 
| Ariz., firm, the Arizona Hardware 
Co., through the purchase of the 
| Arizona Hardware Supply Co. 
and the absorption of the whole- 
| sale division of the O. S. Stap 
ley Co. has been announced by 
D. L. Stapley, vice-president of 
the new organization. The new 
company will stock shelf and 
heavy hardware, contractors’ and 
industrial equipment, paints, 
sporting goods, appliances, sheet 
and wire goods, and paper prod 
ucts. 


PAUL J. POLKE, INC., REPRESENTS 
AMERICAN SCREW CO. IN N. Y. AREA 


Paul J. Polke, Inc., 11 Park 
Pl., New York City, manufactur- 
ers’ representative has been ap- 
pointed to represent American 
Screw Co., Providence, R. I., as 
sales agents in the Metropolitan 
New York area. 

This is a new sales company 


organized by Paul J. Polke who 
is well known in the easter 
hardware market. Mr. Polke a: 
nounces that his company is in 
position to consider one or two 
non-conflicting lines for sales 
through wholesale hardware ani 
industrial supply channels. 


HARDWARE AGE 


optimism for the increased sale- 
of its products. As a Christma- 


makes “Bernard” pliers, nippers. 


variety of special  plier-action 
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THOMSON-DIGGS ERECTS | loading. Material handling will 
$100,000 WAREHOUSE be facilitated by special equip- 
Construction of a $100,000 all- —_ including six 30-ton = 
steel warehouse has been started | P@¢!Y overhead traveling electric 
t 
DY the Thomson - Diggs Co., = 
“ees The new warehouse repre- 
sents the second recent expan 
| sion for the Thomson-Diggs Co.. 
a two story concrete warehouse 
having been erected in 1936. 
Recent decision favoring inter 
coastal shipping rates to Sacra- 
mento, the state capital, are 
said to have been a factor in 
the new construction. The com- 
pany distributes hardware from 
Sacramento north to Grants 
Pass, Ore., south to Bakersfield, 
Cal., and east to Wells, Nev. 


wholesale hardware distributor 

t Sacramento, Cal. The new 
building, which will provide 50,- 
000 sq. ft. of storage space and 
cover half a block, will be used 
for storage of heavy hardware 
ind steel. 

The new warehouse will be 
the most modern of its kind in 
northern California, according to 
F. F. Thomson, vice-president 
ind general manager of the firm. 
Glass sash 5 ft. high to be in- 
stalled on all sides of the struc- 
ture will provide excellent light- ———— 


ing and contrast with the steel F. A. SMITH CO. NAMES 
walls. Nearly 400 tons of struc- NEW REPRESENTATIVES 


tural steel has been purchased 
for the framework. F. A. Smith Mfg. Co., Roches- 

Special attention has _ been | ter, N. Y. manufacturer of “Arc- 
given to efficient shipping, re- ticAire” fans and “KitchenAire” 
ceiving and handling. A spur ventilators has appointed two new 
track will allow for spotting of | representatives; Bert J. Clark of 
six freight cars at a time. Truck | Kansas City, Mo. to cover Kansas, 
loading will be from a metal-| Missouri, Nebraska and Iowa, 
canopied platform, and the ware- | and Ed Locke of Cincinnati to 
house floor will be constructed | cover southern Ohio, Kentucky 
high enough for convenient | and Indiana. 


CELEBRATES 82ND BIRTHDAY 





Here’s Henry C. Zuschnitt of Glasgow Hardware Store, Nash- 
ville, Mich., who celebrated his 82nd birthday on Oct. 19, by 
being on the job as usual. Mr. Zuschnitt, who is a member of 
the HARDWARE AGE Fifty Year Club, has been affiliated with 
the Glasgow store and its predecessors for 64 years and hopes to 
celebrate his 65th year with that store next August. Well known 
and well liked in his community he has served in past years as 
village president, bank director, village clerk, township clerk, 
treasurer of the local band and secretary of his lodge. 


FEBRUARY 8, 1940 
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No 131 


No 1735 
Wrought Steel Screen Door Sets 
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No. 1925 
Wrought Stee! Gorage Hardware 


Quality Products Manufactured Since 1899 


RIFFIN 


CNanufacturing Company 





ERIE. PENNSYLVANIA 


NEW YORK: 45 Warren St. 
CHICAGO: 162 N. Clinton St. 


AGENTS 
BOSTON: 100 Purchase St. 
SAN FRANCISCO; 703 Market St 
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INDESTRO 


makes it easy for you to in- 
crease sales of V-belts and pul- 
leys. A big assortment of popu- 
lar sizes at your finger tips. Dis- 
played on beautiful copper 
bronze finished boards — at- 
tracts attention — beautifies 
your store. Compact—requires 
small wall space; Low invest- 
ment; Stock is always visible, 
affording an easy and rapid in- 
ventory. 

Profit with Indestro popular 
priced quality tools. Ask for 
catalog. 


INDESTRO MFG. CORP. 
Dept. HA-1—2649 N. Kildare Ave. 
Chicago, Illinois 


, of Manufacturers’ Cooperative | 





| 








COAST - TO -COAST STORES SIGN STIPULATION 
AGREEING TO “CEASE AND DESIST’ FROM 
MISREPRESENTATIONS CHARGED BY FTC 


Arthur C. Melamed, president, 
Coast-To-Coast Organization issues 
statement protesting certain impli- 
cations in FTC new release on case. 


Identified as Stipulation No. 
2625, the Coast-To-Coast Stores, 
‘Central Organization, Inc.) 
Minneapolis, Minn., has signed 
a “cease and desist” agreement 
filed with the Federal Trade 


| Commission. This _ stipulation 





| 
| 


signed by Arthur C. Melamed, 
president, binds the Coast-To- 
Coast organization from certain 
misrepresentations in their ad- 
vertising program which had 


heen the subject of FTC investi- | 


gation. Covering this stipulation 


and dated January 7, 1940, the | 


Commission released the follow- 
ing news release: 

“The Federal Trade Commis- 
sion has accepted from Coast-To- 
Coast Stores (Central Organiza- 
tion, Inc.), Minneapolis, a stip- 
ulation to discontinue misrepre- 
sentations in the sale of chain 
store merchandise. The respon- 
dent is a corporation engaged in 
purchasing and supplying the 
merchandise offered for sale by 
some 235 stores operated by their 
individual owners in several Mid- 
Western and Western States. It 
has developed these stores into a 
chain known as ‘Coast-To-Coast 
Stores’, 

“In connection with the sale 
and distribution of its merchan- 
dise or advertising matter, the 
respondent corporation agrees to 
desist from the use, or from plac- 
ing in the hands of others for 
their use, advertising matter 
which contains statements such 
as ‘From Our Tire Factory’, 
‘From Our Rope Factory’ or 


‘From Our Paint Factory,’ the | 


effect of which tends to convey 
the impression that the desig- 
nated products are manufactured 
by Central Organization, Inc., or 


by the locally owned and oper- | 


charged for those products, when 
| such is not a fact.” 


Following the release of the 
| above story by the Federal ‘Trade 
| Commission, Arthur C. Melamed, 
| President of Coast-To-Coasi 
| Stores (Central Organization, 
| Inc.), has issued the following 
| Statement: 


“We were pleased to cooper 
| ate with the F.T.C. in’ thei 
thorough investigation of our ad 
| vertising. It seems that the net 
| complaint rests on two points, 
namely, 

“1. That the name which we 
used for the particular sale pro 
motion as sponsored in May, 
1938, as ‘Annual Manufacturers’ 
Sale’ was improper and 

“2. That in using such expres 
sions as ‘From our tire factory’, 
‘From our rope factory’ and 
‘From our paint factory’, we im 
plied ownership of these fae 
tories. 


“Our implication in the use of 
these terms was merely to convey 
the idea that these certain fac 
tories who directly supplied 
Coast-To-Coast Stores with mer 
chandise cooperated with us. If 
we had intended to be mislead 
ing, we would not have stated 
very clearly in large display type 
on one of the pages of the par- 
ticular sale advertisement, this 
text, ‘Our paint factory coop 
erates to make possible these 
sensational sale values’. One does 
not cooperate with himself. 

“Judging from the complaint, 
the one who made it wants us 
to use longer advertising captions 





| 


ated stores or merchants named | 
in the advertising. The stipula- | 


tion points out that neither the 
corporation nor any of the indi- 
vidual stores manufactures tires, 
rope or paint. 

“The respondent corporation 
also agrees to discontinue use in 
advertising matter of phraseology 
such as ‘Annual Manufacturers 


Cooperative Sale’ or ‘Hundreds | 


Specials in Our Store’, the effect 
of which tends to cause pur- 
chasers to believe that all the 
various prices charged for the 
advertised products have been 
reduced or are special or are less 
than the prices customarily 





in order to be more explicit. We 
did not choose to quibble about 
the text of the stipulations, aud 
we signed them without exercis 
ing our rights for a hearing. 

“We use unusual care in pre 
paring our advertising. We are 
just as careful about this as we 
are in our dealings with our 
stores, and fulfilling our promises 
to every one of the many out- 
standing manufacturers who sup 
ply us with merchandise.” 


ALLEN ON WEST COAST 
FOR WILDER & CO. 
Samuel D. Allen, 1930 Second 
St., San Francisco, Cal., will 
represent Wilder & Co., 1038 
Crosby St., Chicago, Ill., on the 
Pacific Coast. 
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1940 FRIGIDAIRE LINE 
SHOWN DEALERS IN N. Y. 


More than 650 dealers and 
their salesmen were guests of the 
Frigidaire Division, General Mo- 
tors Sales Corp., Dayton, Ohio, 
at a meeting held Friday, Jan. 12, 
at the Hotel Astor. The meeting 
was in charge of W. I. Buchanan, 
eastern sales manager. C. J. Al- 
len, assistant eastern sales man- 
ager, told those present about the 
features of the Frigidaire line of 
refrigerators, after which a tech- 
nicolor sound film gave more de- 
tailed data on the various fea- 
tures of the line which includes 
16 models in standard and Cold 
Wall series. 

The features of the 1940 line 
of electric ranges and water heat- 
ers were outlined by Jack Mor- 
gan, his comments also being sup- 
plemented by the showing of a 
technicolor sound film. A wider 
choice of models features the line 
and there are three new models 
of water heaters designed primar- 
ily for installation where low 
price is a predominating factor. 
The Frigidaire electric range line 
now comprises three deluxe mod- 
els, three standard models, one 
apartment house model and two 
combination models intended pri- 
marily for kitchens requiring a 
range that supplies heat as well 





| election that his company expe- 
|rienced the largest 
its history last year. 





EMERSON ELECTRIC 

PROMOTES SCHMITT 
The Electric Mfg. 
Co., St. Louis, Mo., has an- 
nounced the election of Oscar 
C. Schmitt, formerly vice-presi- 
dent in charge of sales, to the 
position of executive vice-presi- 
dent; the promotion of Raymond 
E. Otto, manager of motor sales 


Emerson 


York City, to manager of motor 
sales located in St. Louis. John 
Wright continues as manager of 
fan sales and O. D. Metz as as- 
sistant manager of motor sales. 


MEEK, DEPARTMENT HEAD 
FOR MONROE HDWE. CO. 


moted to be 
charge of the electrical depart- 
ment of the Monroe Hardware 
Co., Monroe, La. Mr. Meek was 
also made a member of the board 
of directors. D. W. Bishop has 
been appointed sales promotion 
manager in charge of dealer sales 
planning. 


firm for 10 years and has been 





as cooking facilities. 





WILLIAMS NOW GEN. MGR. 
OF ROEBLING’S SONS CO. 


Charles G. Williams has been | 
appointed general manager of 
John A. Roebling’s Sons Co., | 
Inc., Trenton, N. J. Mr. Wil-| 
liams was formerly vice-president | 
in charge of ‘purchasing and 
manufacturing operations for | 
the 14 plants of the American | 
Chain & Cable Co., Inc., New 
York City. He had been asso- 
ciated with American Chain & 
Cable since 1913. He assumes 
his new duties March 1. 


SCHLATTER HARDWARE 
REELECTS OFFICERS 


Officers of the Schlatter Hard- 
ware Company in Fort Wayne, 
Ind., have been re-elected for the | 
coming year at the annual meet- | 
ing of the board of directors | 
held recently. | 

The officers for 
year are: B. Hollopeter, presi- 
dent, treasurer and general man- | 
ager; C. C. Van Skoik, vice- | 
president, and Fred E. Raake, | 
secretary. \ 


The stockholders, who held | 





the ensuing 


their annual meeting prior to the | 
board meeting, elected as direc- | 
tors the officers and C. W. Enin- | 
ger and S. E. Williamson. Mr. 
Hollopeter reported following the 


1940 
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in charge of the New Orleans 
office of the company. For the 
last five years he has been active 
in the development of the elec- 
trical department. 


GIBSON ELECTRIC NAMES 
NEW DISTRIBUTORS 


The following have been ap- 
pointed distributors for the 
“Freez’r Shelf” refrigerators and 
the “Kookall” electric range 
made by the Gibson Electric Re- 
frigerator Corp., Greenville, 
Mich.: State Distributing Co., 
Milwaukee, Wis.; Graybar Elec- 
tric Co., Inc., Los Angeles, Cal.; 
Kemp Equipment Co., Rochester, 
N. Y.;  Midwest-Timmermann 
Co., Davenport, Iowa; Sidles Co., 
Des Moines, Iowa, and Omaha, 
Neb.; Jos. Strauss & Co., Inc., 
Buffalo, N. Y., and L. C. Wis- 
well, Chicago, IIl. 


FLORIDA HDWE. STORE 
CHANGES NAME 


At a meeting of the stock- 
holders of the Treiber & Otto 
Hdwe. €0., Dade City, Fla., the 
name of this retail firm was 
changed to the Treiber Hdwe. 
Co. The officers and directors 
remain the same. They are: 
president, T. M. Treiber; vice- 
president, Nellie B. Treiber, and 
secretary-treasurer, Frances D. 


Treiber. 


business in | 7 


to manager of sales, and William | 
R. Fraser, district manager, New | 


Wm. B. Meek has been pro- | 


vice-president in | 


Mr. Meek has been with the | 
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WATER SUPPLIES 
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DEMPSTER AUTOMATIC WATER SYSTEMS 


oe ; 
Cuteaciaien engineering and advanced features make Dempster 
d ater Systems so thrifty and de 
: : ; SY } spendable, they’re 
een Bang = 8. ——_ line of outstanding, efficient 
8 ow well pumps for every f. i 
cal dee ae y farm ar 
home, electric or gasoline engine driven, moderately Wry 


DEMPSTER SUMP PUMP 


@ This new Dempster Sump Pump 
built upon tried and proved princi- 
ples, fulfills the large demand for 
dependable protection night and 
day against seepage and flood 
waters in basements. It’s com- 
pletely automatic. Centrifugal type. 
Electric driven. 


DEMPSTER DIXIE SANI-TOP PUMP 


Dempster Dixie is the original sani-top pump... 
successor to old type pitcher spout pumps... and 
one of the largest selling in America. The com- 
pletely enclosed, sanitary top keeps out dirt and 
foreign matter. Dempster also offers a complete 
jine of pumps and cylinders for every need. 





@ With the complete line of Dempster dependable equipment, you can 
build a profitable business in the large and rapidly growing water sup 
ply field. It’s the quality line, reasonably priced—-with up-to-the- 
minute designs that satisfy every demand. And it’s aggressively pro 
meted with complete dealer merchandising and advertising helps 
Write today for full details. 


DEMPSTER MILL MFG. CO. 


Factory: Beatrice Nebraska 

Branches: Omaha, Nebr.; Kansas City, Mo.; Des Moines, 

lowa; Sioux Falls, S. D.; Denver, Colo.; Oklahoma City, 
Okla.; Amarillo, Texas; San Antonio, Texas 
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GANITE 


*Plont this Display 


ON YOUR COUNTER 


,watch Sales Grow! 


Milorganite makes sales grow because it is the ideal fer- 
tilizer for making grass grow. It is also excellent for trees, 
shrubs, flowers, and garden crops. 


Among fertilizers, Milorganite is unique. It is the only fer- 
tilizer the inexperienced homeowner can use safely, because 
it is non-burning. Easy to apply and clean, too, because 
every particle is a distinct granule. Keeps indefinitely be- 
cause it never cakes or hardens and it does not rot the bags. 
And best of all, Milorganite produces satisfying results be- 
cause, in addition to its long lasting organic nitrogen, Milor- 
ganite contains all the elements required for luxuriant growth. 


The attractive die-cut counter display. illustrated above, is 
available FREE, together with descriptive literature, window 
streamers, dealer newspaper advertisements and other sales 
ammunition. 

Write today for complete information about Milorganite and 
its sales possibilities to your trade, 


THE SEWERAGE COMMISSION § 
a Wisconsin 
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GOLF CLUBS USE MORE 


MILORGANITE 


THAN ANY OTHER FERTILIZER 
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| COL. ARTHUR F. TOWNSEND 


Colonel Arthur Farragut Town- 
send, 74, chairman of the board 
of Raybestos-Manhattan, Inc., 
| and general manager of The 

Manhattan Rubber Mfg. Division, 

Passaic, N. J., died Jan. 14. 

As a young Massachusetts In- 


| Colonel Townsend started as 
shipping clerk with the New 
York Belting & Packing Com- 
pany, rising to assistant manager 
at Passaic, serving nine years 
| with that company. With Frank 
Cazenove Jones, W. W. Dashiell, 
Peter Reid, Samuel J. Watson 
and George Woffenden, he or- 
| ganized The Manhattan Rubber 


dent, and succeeded Mr. Jones as 


president 10 years later. From | 
1903 until 1929, when Raybes- | 


tos-Manhattan, Inc., was or- 

ganized, he was president of 
| Manhattan Rubber. Since 1929 
he had been chairman of the 
board of Raybestos-Manhattan, 
Inc., and general manager of the 
Manhattan Rubber Division. 

Colonel Townsend took an ac- 
tive part in civic affairs, con- 
tributing freely to hospitals and 
other welfare institutions, and 
organizing local community | 
| chests. He took a keen interest 
in local tax problems and was a 


| stitute of Technology graduate, 


| Mfg. Company in 1893, was suc- | 
| cessively secretary and vice-presi- | 


years later he started on a caree: 
which eventually carried him to 
the presidency of the Perth Am 
boy Hardware Co. Had he lived 
he would have observed his 31st 
anniversary with the firm this 
month. As a boy he worked for 








SAMUEL G. LEVINE 


|a firm of locksmiths and then 
| spent three and a half years with 
| the Elizabeth Hardware Co. be- 
| fore joining the employ of the 
Perth Amboy organization when 
it was organized in 1901. His 
first job with the firm was as 
purchasing agent. A year later 
he was made secretary, then vice- 
president and eventually presi- 
dent in 1932. 

| He leaves his widow, two 
| daughters, and two brothers. 











FRED K. GEKLE 


staunch advocate of good local | 
government. | Fred K. Gekle, hardware mer- 


Fifty-five years of Colonel 
Townsend’s life were spent in| 
the rubber industry, which recog- 
nized him as one of its leaders 
by selecting him as American 
member of the Advisory Panel of 
the International Rubber Regula- 
tion Committee in London. He 
was also president of the Man- 
hattan Securities Company which 
operates rubber plantations in 
Java, Dutch East Indies, and sup- 
plies Raybestos-Manhattan, Inc., 
with part of its crude rubber. He 





: | the board of the Rubber Manu- 





was a director and chairman of 


chant in Monroe, Mich., for 60 
years and a member of the firm 
of Gekle and Martin for 38 years, 
passed away recently. He had 
been failing for nearly a year 
but was active in his business 
until two weeks prior to ‘his 
death. He was 76 years old. 
After leaving school, Mr. Gekle 
held several jobs and then be- 
came associated with Sieb and 
Baier, hardware merchants. He 
remained there 22 years. It was 
there that he formed a friendship 
with George M. Martin. In 1902 
they left the employ of Sieb and 





facturers Association. | 


SAMUEL G. LEVINE 


Samuel G. Levine, who rose 
from a hardware clerk to become 
president of the Perth Amboy 
Hardware Co., Perth Amboy, 
N. J., passed away Jan. 16. Mr. 
Levine was 52 years old. 

Mr. Levine left school at the 
age of nine to go to work. Two 





Baier and opened the Gekle and 
Martin hardware store at 39 S. 
Monroe St. 

During his business career, Mr. 
Gekle served as a director of the 
Dansard State Bank and was also 
a director of the J. R. Denniston 
Theater Co. He served on the 
board of education for nearly 
three years. He was a charter 
member of the Monroe Club and 
a member of the Trinity Luth- 
eran Men’s Club. 
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CADMUS A. TOPE 


Cadmus A. Tope, hardware 
dealer; passed away at his home 


in Carrollton, Ohio, Jan. 1, fol 
lowing a year’s illness. 
76 years of age. 

Mr. Tope was born in Carroll 


ton and was a partner in a local 
hardware firm for 23 years until 


1918 when he became sole owner 


been a member of the Carroll 


County Fair board for 30 years 


and had served as both its presi- 
dent and treasurer. He was also 
a charter member of the Car- 
rollton Rotary Club. He is sur- 
vived by a daughter and a grand- 
daughter. 


WILLIAM FROELICH 


William Froelich, 61, who for 
the past 13 years was buyer for 
the hardware department of the 
Ohio Valley Hardware & Roof- 
ing Company, Evansville, Ind., 
passed away in Culver Hospital 
at Crawfordsville, Ind., January 
8. He was stricken suddenly on 
January | and death was due to 
a cerebral hemorrhage. 

Mr. Froelich had been in ill 
health for some time and a year 
ago was forced to retire due to 
an attack he suffered at that time. 
It was then that he moved to 
Crawfordsville to make his home 
with his son, Gilbert W. Froe- 


ASK NEW STANDARDS 
FOR PIPE NIPPLE 


The National Bureau of Stand- 
ards, upon the recommendation 
of the National Association of 
Pipe Nipple Manufacturers, has 
submitted for the approval of 
producers distributors and users 
proposed new commercial stand- 
ards for brass, steel and wrought 
iron pipe nipples. After sufficient | 
written acceptance, the Bureau 
will publish the standards to- 
gether with a list of organiza- 
tions which have officially ac- | 
cepted the 
visions. 


recommended _ re- 


“This standard,” the Bureau | 
said in a bulletin distributed to 
interested parties, “is a basis for 
common understanding between 
manufacturers, distributors and | 
users of pipe nipples. Through | 
the certification of quality ac- | 
cording to the requirements of | 
this standard, it is hoped to 


safeguard the user and place 
competition on a fair basis to the 
mutual advantage of all con- 
cerned.” 


Representing a revision and 


consolidation of three former 


1940 








He was 





lich, who is sales director, Met 
chants Trade Division of the 
Mid States Steel & Wire Com- 
pany of that city. 

He started his career in the 
hardware business as a youth 
when he became connected with 
the Clifford Hardware Co., later 
becoming a director in the com 
pany. He continued on with the 


° f — °- . P _ 
i eats dianiee of the Oe Van Pickerell Hdwe. Co. and the 
Mumford 


Mutual Insurance Co. and was 
a past president of the Ohio 
Hardware Association. He had 


Hardware Co., which 
succeeded the Clifford 
Company. He served as secre- 


tary of the Mumford Hdwe. Co., | 
until it was dissolved. Following 
this dissolution, Mr. Froelich be- | 


came buyer for the Boetticher- 


Kellogg Hdwe. Co. and in 1926 | 
he accepted his final position | 


with the Ohio Valley Hdwe. & | 


Rfg. Co., completing a span of 


almost 50 years in the hardware | 


business. 
Besides the son. he is survived 


by the widow, Mrs. Rene Eggert 


Froelich, and three sisters. 


O. W. POLSTER 


O. W. Polster, president of 
the Witte Hardware Co., whole- 
sale firm of St. Louis, Mo., 
passed away recently. Mr. Pol- 
ster was 59 years old. He had 
been associated with the Witte 
Hardware Co. for 41 years in 
various departments of the com- 
pany and for the past 10 years 
was its president. 

Mr. Polster leaves a son, Wil 
liam A. Polster, and a sister. 


published standards, the new 
recommendations cover steel and 
wrought iron pipe nipples, black 
and zine coated (galvanized). in 
iron-pipe sizes from \& to 12 in. 
inclusive, of standard lengths; 
and brass nipples in iron-pipe 
sizes from % to 6 in. inclusive, 
of standard lengths. A 12-page 
bulletin explaining the standards 
in detail has been mailed out by 
the Bureau. 


NEW EDITION OF 
INCOME TAX MANUAL 


“Your Income Tax” by J. K. 
Lasser, a New York accountant, 
recognized as an expert in tax 
matters, has again been  pub- 
lished by Simon and Schuster, 
New York City, in order that 
it may be available for use in 
the preparation of tax returns in 
March. 

The book contains a_ great 
number of check lists which 
permit determination of the 
items which are required to be 
included in income and all of 
those which are available for 
deduction in all types of ta¥ re- 
turns. 
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HARDWARE TRAIN TO PALM BEACH CONVENTION 


The Orange Blossom Special and the Florida Sunbeam will be 
the hardwaremen’s train to the 50th anniversary convention of 
the Southern Hardware Jobbers Assn. and 80th semi-annual 
convention of the American Hardware Manufacturers Assn. 





The Orange Blossom Special, 


a deluxe Diesel-powered train 


which will carry hardware men to the convention, April 8-1l. 


Harpware AGE has made spe- 
cial arrangements with the Sea- 
board Railway to enable hard- 
ware men and their wives to 
journey together on two luxury 
trains to West Palm Beach, Fla. 
The trains leave from key western 
and eastern points. 

The Orange Blossom Special is 
an air-conditioned, solid Pull- 
man train, Diesel powered. The 
Florida Sunbeam carries air-con- 
ditioned reclining seat coaches 
and sleeping cars, with sections, 
compartments, bedrooms, draw- 
ing rooms, and dining car. 

Reservations for accommoda- 
tions aboard the special Harp- 
WARE AGE cars can be made 
through Harpware Ace, 239 W. 
39th St., New York City; 1012 
Otis Bldg., Chicago; 1836 Euclid 
Ave., Cleveland, Ohio, as well as 
through representatives of the 
Seaboard Railway or your local 
ticket agent. 


TIME TABLE 
ORANGE BLOSSOM SPECIAL FROM 
EASTERN CITIES 
(Via through sleeping cars) 
Daily Schedule 
8:20 a.m. Lv. Boston, N.Y.N.H.&H. 
1:20 p.m. Lv. New York, P.R.R. 


1:35 p.m. Lv. Newark, P.R.R. 
:00 p.m. Lv. Phila., 
30th St., P.R.R. 


:30 p.m. Lv. Wilmington, P.R.R. 
:33 p.m. Lv. Baltimore, P.R.R. 
20 p.m. Ar. Washington, P.R.R. 






:52 p.m. Ar. W. Palm Beach, 
Seaboard 
FLORIDA SUNBEAM FROM 
CENTRAL WEST 


a through sleeping cars) 
Daily Schedule 


(Vv 


:45 p.m. Lv. Chicago, Big Four 
:20 a.m. Lv. Indianapolis, 
Big Four 


. Lv. Detroit, 
Michigan Central 


:40 a.m. Lv. Toledo, Big Four 

. Ar. Cincinnati, Big Four 
. Ly. Cleveland, Big Four 
. Lv. Columbus, Big Four 

. Ar. Cincinnati, Big Four 
8:15 a.m. Lv. Cincinnati, Southern 
9:38 a.m. Ar. W. Palm Beach, 
Seaboard 





RATE SCHEDULE 


tAILROAD FARES TO WEST PALM 
BEACH 


FIRST CLASS 


One 80-Day 
From Way Round Trip 

Boston, Mass.. .$47.25 $77.75 
New York, N. Y. 39.45 62.15 
Philadelphia .. 36.75 57.00 
Wilmington ... 35.95 55.50 
Baltimore ..... 33.85 51.35 
Washington ... 32.70 49.05 


ONE WAY PULLMAN RATES 


One 30-Day 
| From Way Round Trip | 

Chicago . 41.10 61.65 
Indianapolis ... 36.25 55.80 
Detroit ....... 41.40 64.55 
BE ccvacsee 39.70 61.40 
Cleveland ..... 41.20 64.55 
Cincinnati .... 33.15 49.75 


N. E. IRON-HDWE. GROUP 
HOLDS BANQUET 
The New England Iron and | 
Hardware Association held its | 
annual banquet at the Somerset | 
Hotel, Boston, Mass. The gath- | 





:55 p.m. Lv. Washington, R.F.&P. | 


:55 a.m. Ar. Cincinnati, Big Four | 
m 


ering included representatives of | 
the New England iron, steel, 
| builders’ and heavy hardware and 
metal trades. Seated at the head | 
table were Richmond Lewis, C. 
C. Lewis Co., Springfield, Mass., 
| president of the association; F. 
Marsena Butts, Butts and Ord- 
| way Co., Cambridge, Mass., vice- 
president; Harry L. Doten, who 
was president of the association 
in 1899 and 1900; Professor Al- 
bert A. Schaefer, of the Massa- 
| chusetts Institute of Technology, 
who was toastmaster; the Hon. 
Frederic W. Cook, secretary of 
the Commonwealth of Massa- 
chusetts; Rev. Dr. Raymond 
Lang, chaplain-major of the Na- 
tional Guard, and Dr. Daniel L. | 
Marsh, president of Boston Uni- | 
versity, who gave the principal 
talk of the evening. 





INDIA PAINT MFRS. NEED 
U. S. RAW MATERIALS 


(Washington Bureau 
of HARDWARE AGE) 


Heavy demand for certain 
types of paints, particularly bat- | 
tleship gray, has so _ reduced | 
reserves of raw materials used by 
| paint manufacturers in British 
India that they are looking to the 
United States for a larger share 
of their requirements. Informa- 
tion received by the Commerce 


Sec- Bed- Bed- Compart- Compart- Drawing Dr. Rm. 

Lower Upper tion room room ment ment Room  for2or 

FROM: Berth Berth For 1 For 1 For 2 For 1 For 2 For 1 More 

Boston, Mass. ........ $11.85 $9.00 $15.80 $21.30 $23.65 *$23.65 $33.10 +$29.70 $42.00 
New York, N. Y. ..... 10.00 7.60 13.35 18.00 19.95 *19.95 28.35 424.95 35.70 | 

Philadelphia, Pa. ..... 9.20 7.00 12.30 16.55 18.40 *18.40 25.75 +23.10 32.55 

Wilmington, Del. ..... 8.95 6.80 11.95 16.10 17.85 *17.85 25.20 422.35 31.50 
Baltimore, Md. ....... 8.70 6.60 11.60 15.60 17.35 *17.35 24.70 21.80 30.45 | 
Washington, D. C. .... 8.15 6.20 10.90 14.65 16.30 *16.30 23.10 +20.50 29.40 | 
. .. Rare 10.50 8.00 14.00 18.90 21.00 *21.00 29.40 $26.25 36.75 | 
{ndianapolis, Ind. ..... 9.20 7.00 12.30 16.55 18.40 *18.40 25.75 723.10 32.55 | 
Detroit, Mich. ........ 10.80 8.20 14.40 19.40 21.55 21.55 30.45 27.05 37.80 | 

Toledo, Ohio ........ 10.25 7,80 13.70 18.45 20.50 *20.50 28.90 425.75 36.75 

Cleveland, Ohio ...... 10.80 8.20 14.40 19.40 21.55 *21.55 30.45 +27.05 37.80 

Cincinnati, Ohio ...... 8.70 6.60 11.60 15.60 17.35 17.35 24.70 21.80 30.45 


*One-tenth railroad fares up to Washington or Cincinnati and one and one-half fares beyond. 


+One and one-quarter railroad fares up to Washington or Cincinnati and two fares beyond. 
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Department is that British India 
has some 20 paint factories, of 
which 12 make direct importa- 
tions of raw materials. 

Normally, manufacturers in 
India obtain the bulk of their 
supplies from the United King- 
dom and Germany, although 
some materials, including carbon 
black, naval stores, and small 
quantities of dry pigments, are 
imported from the United States. 
Following the outbreak of hos- 
tilities in Europe in September, 
paint factories in India were es- 
timated to have had on hand 
sufficient raw materials to last 
one year. The report said, how- 
ever, that the subsequent heavy 
demand has made replacements 
necessary. 


DETROIT REX PRODUCTS 
ADVANCES McILHENNY 


Detroit Rex Products Co., De- 
troit, Mich., manufacturer of 
“Detrex” solvent degreasers, 
alkali washers and cleaners, and 
dry cleaning equipment, an- 
nounces the appointment of E. L. 
Mcllhenny as manager of the 
Alkali division. Mr. MclIlhenny, 
who formerly worked out of the 
Cleveland Office, will have charge 
of all sales and service of the 
company’s compete line of alkali 
cleaners. 


E. R. WAGNER PRESENTS 
1940 SWEEPER LINE 


The E. R. Wagner Mfg. Co., 


Milwaukee, Wis., manufacturer 


| of “Komb-Kleaned” carpet sweep- 
| ers, started the new year with a 


rousing national sales convention, 


| which was attended by Wagner 


salesmen from all parts of the 
country. Highlight of the meet- 
ings was the unveiling of a 
complete array of new finishes in 
original color combinations to 
blend in with modern home treat- 
ments. Another feature was the 
advertising and merchandising 
program for 1940, calling for ex- 


| panded national consumer adver- 


tising in leading women’s maga- 
zines, new dealer displays and 
point-of-sale helps, new _ litera- 
ture, etc. 

The convention was concluded 
with a banquet at the Wisconsin 
Club. Presiding was E. R. Wag- 
ner, president of the company. 
The only serious note of the eve- 
ning was an address by Frank 
B. Kaufman, vice-president of 
Hibbard Spencer Bartlett & Com- 
pany, Chicago, on the jobber’s 
place in the modern merchandis- 
ing picture. He established the 
importance and value of jobber 
assistance in successfully build- 
ing national distribution. Mr. 
Kaufman predicted great selling 
advances for 1940. 
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MAKE SURE 
OF 
MORE BUSINESS 
NOW! 


USE- 


Lists That Bring Maximum 
Success To Your Direct Mail 
Sales Promotion Advertising 
And To The Personal Sales 
Contacts Of Your Salesmen 

















We can supply you with 
the following lists:— 





1398 Outstanding Major Hardware Retailers 

whose sales exceed $50,000.00 Annually. 

For $15.00 

10436 Major Hardware Retailers whose sales 

exceed $30,000.00 Annually. 

For $7.00 per M. 

5857 Hardware Retailers whose sales are 
$20,000.00 to $30,000.00 Annually. 

For $7.00 per M. 


18294 Hardware Retailers whose sales are less 
than $20,000.00 Annually. 
For $7.00 per M. 
34587 Hardware Retailers (Complete List). 
For $5.50 per M. 
9310 Builders’ Supplies Dealers. 
For $7.00 per M. 
1023 Department Stores handling Hardware 
and Housefurnishings. 
For $7.00 Complete 


























We also supply lists of hardware retailers in one 
state or in as many states as may be desired. 
When more than 2000 names are purchased, the 
price is $8.00 per M names; when less than 
2000 and more than 1000, $9.00 per M; and less 
than 1000, $10.00 per M. 

All lists are compiled in loose leaf list form. 
When desired on 3”x5” cards there is an extra 
charge of 60c per M for white cards. 

We also do addressing and mailing of circular 
matter at reasonable rates. 






Ask for Details 


HARDWARE AGE 
Direct Mail Addressing Dept. 
239 West 39th Street, New York, N. Y. 
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L PROVED VALUE OF ACCURATE DRYING 


POL-MER-IK Boiled linseed oil is ready to use. It needs no ad- 
ditional driers, because driers of the finest quality and correct 
amount have been scientifically blended into the oil at the mill. 
Pol-mer-ik Boiled is laboratory tested to make doubly sure that 
it will dry evenly and accurately to a tough, elastic film, without 
film burning. Film burning is a result of adding too much drier to 
raw oil. It is a constant hazard when driers are added on the job to 
make “home-made” boiled. Help painters eliminate this hazard 


by selling Pol-mer-ik Boiled 

2. EXTRA VALUE OF 

COOKED OIL AT NO EXTRA COST 
POL-MER-IK Boiled increases the appearance and duarbility of 
the paint film. Ten per cent of Pol-mer-ik Boiled is polymerized, 
which means kettle-cooked to a varnish body. Due to this heavier 
bodied oil paint brushes better and levels to a smoother, more 


uniform film of higher gloss and luster. Pol-mer-ik Boiled is 
packed with extra value, sells at the same price as regular boiled. 


siontutad MORE PROFITS FROM CANS! 


THE modern way of merchandising lin- 
seed oil is the Pol-mer-ik way — in (rade- 
marked, factory sealed containers. When 
you concentrate on cans you eliminate all 
the losses of bulk selling. You buy a can, 
sell a can — a complete sale with no de- 
preciation. Feature Pol-mer-ik Boiled for 
finer appearance, greater durability, ac- 
curate drying and the prevention of film 
burning. 

Write for Free Copy — ‘Boiled Oil and the Burning 
Line of Paint Films’. Explains how scientific incor- 
poration of driers reduces painting hazards. 


ARCHER DANIELS MIDLAND CO. aos 
Roanoke Building, Mi polis, Mi 


| 
| | 
4 Send me a copy of ' _— Oil and the Burn- | 
| 
| 





A SIZE FOR EVERY PAINT ing Line of Point Fitms” 
JOB 


PINTS, QUARTS, 1, 2, 5, 
gallon containers. Available [IRBMIN MPN. |. [7 7 SSS 
in Raw or Boiled 


| CRUSHERS OF QUALITY LINSEED OIL FOR 100 YEARS! 
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| ox MUNSON is 


busily engaged in walking up and 
down the aisles of the store. After 
every half-dozen steps he stops. 
looks around at the sidewalls and 
tables and jots down something 
on a pad he holds in his hand. 
Fred Morton, the other member 
of the retail hardware firm of 
Munson & Morton, watches him 
and shakes his head every time 
Munson stops. It is after hours 
and the partners were about to 
close the store for the night when 
Munson began his pilgrimage up 
and down the aisles. Finally Mor- 
ton cannot stand it any longer. 
MORTON: Say John, what's 
the matter with you? Stop for a 
minute and tell me what it’s all 
about. Tell me what’s the big 
idea. 
MUNSON: Idea is the word, 
Fred, and it’s a big one. 
MORTON: Well, let’s have it! 
Get it out of your system! 
MUNSON: It’s that new series 
of articles on “Modernizing the 
Hardware Store” that began in 
the January 25 issue of HARDWARE 
Ace. I’ve been reading it and re- 
reading it and I’ve come to the 
conclusion that it’s about time we 
did something in the way of mod- 
ernizing this establishment of 
ours. The article says moderniza- 
tion is becoming increasingly im- 
portant to hardware dealers who 
want to stay in the competitive 
picture. And I guess we want to 
stay in it. 
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MORTON: Of course we do, 
but how much will it cost us to 
modernize ? 

MUNSON: Read the article, 
Fred, and you'll find out. It’s 
just the first chapter of the series 
but it’s so full of information that 
I hate to wait for February 22 
when the next installment appears. 
And while we’re on the subject 
of firms passing out of the com- 
petitive picture, there’s another 
good article in the issue of Janu- 
ary 25 on “Seven Roads to Ob- 
livion.” Tells the dealer how to 
keep his eyes open and what to 
avoid if he wants to stay in busi- 
ness. Better read both of those 
articles, Fred. 

MORTON: | will next week. 
I'll be that long before you've 
finished reading and re-reading 
that issue. It’s always that way 
with you. 

MUNSON: Well, you can’t 
blame me for that. By the way, 
do you read that page on “Un- 
usual Display Ideas?” Well, there 
are a couple of good ideas in it 
again. They save space and “pep 
up” a store’s displays. Look ’em 
over, they’re both worth while. 

MORTON: Ill do it as soon as 
I get my hands on that issue. Any- 
thing about housewares in it? 

MUNSON: Yes, there’s a 
mighty good article about the 
Wakeford Hardware & Paint Co. 
of Chicago. Tells how they in- 
creased housewares’ sales 45 per 
cent. True they moved into a new 


store but the way they arranged 
that department was the big idea. 
Any firm could get some good 
ideas from that article and prac- 
tically every display idea could 
be used to advantage. Then while 
we're on the subject of the home, 
there’s another good story about 
the Hazelwood Hardware Co. of 
Pittsburgh. Tells how their major 
appliance sales amounted to $1.- 
500 in three months. 

VORTON: Boy, that’s good! 
How did they do it? 

MUNSON: Read the article 
and you'll find out. I'll say this, 
however, that a 14-ft. model 
kitchen did the trick for them. 
and the best part of it was that it 
only cost them $15.00 to build 
the kitchen. Some return on your 
investment, I’d say. 

Morton reaches for the copy of 
HarpwarRE AGE on the counter 
and glances through it. 

MORTON: This looks impres- 
sive .. . “100 Reasons Why Con- 
sumers Prefer Local Owned Retail 
Hardware Stores.” What's it all 
all about? 

MUNSON: Just what it says. 
And the best part of it is that 
every one of those answers gives 
an idea that can be used in adver- 
tising the local-owned retail hard- 
ware store. Might not be a bad 
idea if we used some of them our- 
selves. Sell your general business 
to the public and you'll eventually 
sell them the idea that your own 
store is a pretty reliable affair. 

MORTON: That’s true. Too 
bad so many firms fail to adver- 
tise the field they’re in in addition 
to advertising their own firm. Tie 
"em together and you build up a 
lot of confidence all around. Say, 
I see the Belknap Hardware & 
Mfg. Co. celebrated its 100th an- 
niversary. That’s a long time to 
be in business. 

MUNSON: You bet it is! But 
hardware firms stay around a long 
time. It’s a pretty solid and sub- 
stantial business when all is said 
and done. And, speaking of time, 
I guess it’s about time we called 
it a day and went home. How 
about it? 

The partners get ready to leave. 

—G.M.S. 
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2—Regardless of condi- pressure on blades. by your job- 


3—Cuts finest grass or 











We will mail a sample shear to any dealer upon the receipt of the wholesale price of $1.00 
postage prepaid. The shear can be returned after inspection. and your dollar, plus postage. 
will be immediately returned. 


ms MIRACLE GRASS SHEAR 


PROVE OUR CLAIMS FOR THE MIRACLE The “Miracle” shear can be 
had through any jobber, or 


: ; : ' can be ordered direct 
1—Easiest working shear. 4—No spring or rivet J4 she bill rendered 













Revolutionary New Basic Design Makes It — 


tions, blades cannot ; 
otich chat Blades, extra long, oil 


hardened, hollow 
toughest weeds. ground, full polish. 


Guaranteed by manufacturer and jobber. 


ber. 


It Cuts Like Magic— 
Will Sell Itself to You 


and Your Customers. 


KEISER MFG. CO. 


For 50 Years Leading Makers of Quality 
Grass, Sheep, Horse and Hedge Shears 


READING, PENNA., U. S. A. 
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FRICTION. MODERN CASTERS FOR MODERN HOMES 


LESS 66 CME” Ball Bearing Casters are modern, streamlined 
o casters which roll along on ball bearings on floors, 
. A demonstration quickly sells a set of 

TTRACTIVE = ba ne 
A DESIGN “ACMES” and one set sells another. Just roll an “ACME” 
a on the counter and a sale is made. 


QUIET, 
SMOOTH 
ACTION 


A 
PROFITABLE 
ITEM 


STURDY 
CONSTRUC- 
TION 
e 
NEEDED IN 
EVERY HOME 


ROLL IN ANY 
DIRECTION 
& 

BALL 


BUILT BY : 
BEARING Increase your caster business and profits 


SPECIALISTS with “ACME” Ball Bearing Casters. 









e THE ScHATZ MANUFACTURING Co. 
POUGHKEEPSIE, N. Y. 
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The Master Lock Co. 
Streamlines Its Plant 


New factory in Milwaukee, Wis., combines 


efficient manufacturing facilities with a 


thoroughly modernistic exterior 





A giant laminated padlock dominates the north end of the plant. 


Daevorn exclusive- products. The exterior is  strik- product is taken care of in this 


ly to the manufacture of padlocks 
and allied products for indepen- 
dent wholesale-retail distribution, 
the Master Lock Co.’s new factory 
at Milwaukee, Wis., embodies the 
latest in efficient manufacturing 
facilities. The new plant is an im- 
posing, four-story structure with 
greatly increased facilities and 
ample room for further expansion. 

Occupying a six-acre tract, the 
new building is becoming one of 
Milwaukee’s landmarks. A giant 
laminated padlock dominates the 
entire north end of the structure 
as a symbol of the company’s 
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ingly modern with artistic en- 
trances, many windows and appli- 
cations of glass brick. 

In the interior are numerous 
new efficiency devices and com- 
forts for the employees. These in- 
clude the latest in factory radia- 
tion and ventilation, wardrobes 
and compartments for personal 
belongings, a bank-like office for 
the employee’s credit union, com- 
fortable seating arrangements, 
huge spray-type washbowls, and 
tile-lined washrooms. 

Every phase of manufacture 
from the raw steel to the finished 


self-contained plant. All tools and 
dies are constructed in the plant’s 
modernly equipped machine shop 
so that they are sure to be proper- 
ly adapted to the company’s manu- 
facturing needs. 

Noise is largely eliminated 
through careful planning of de- 
partments and consideration of 
acoustical factors. Even the roar 
of the presses is confined to one 
section of the building and is still 
further reduced because each press 
is mounted on its separate base 
and has no contact with the sur- 
rounding floor. Machinery has 
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been substituted for man-power | 


wherever heavy work is to be 
done. To eliminate accidents elab- 
orate guards protect workers from 
contact with moving equipment. 
The standard of precision 
throughout the new plant is em- 
phasized by modern screw ma- 
chines which automatically con- 
vert brass rods into cylinder parts, 
and in the milling equipment 
which cuts keys in an_ infinite 
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The main entrance is artistic 
and modernistic in every detail. 


variety of changes. Assembling 
locks to match all these key 
changes is reduced to compara- 
tive simplicity by special methods 
which the Master Lock Co. has 
developed. 

In the shackle hardening room, 
scientific controls are used _be- 
cause temperatures must be 
watched to a very exact degree. 
The plating work has been mod- 
ernized so that men can work in 
comfort and with an accuracy of 
control. A new ventilating sys- 

(Continued on page 142) 
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A New 


1832 


Leader For “Hardware Week’ 


PARKER’S NEW UTILITY VISE 


Produced by America’ 
“Oldest Vise Maker LO4O 





New -—Different—No Shelf Warmers 


Low Price + Quality 


FAST 5 MOVERS 


Every One a Star Performer 


YOUR JOBBER HAS FULL DETAILS 


Our Donation to Dealers 
For “HARDWARE WEEK” 


> 





DARKER VISES © 


A STURDY CAST IRON DISPLAY STAND 





COMPACT—Requires only 14 inch counter space. Attractively 
finished in aluminum and blue. Displaying 3 popular numbers, 
31/,” low price, 3!/2” and 4” DeLuxe swivel base vises. 


Complete unit shipped in one carton 


FOR PRICE OF THE THREE VISES ONLY 
Your Jobber Has Them in Stock 


THE CHARLES PARKER CO. 


Export Office: 


Meriden, Conn., U. S. A. 
101 Park Ave., N. Y., N. Y. 

















Features “American Goods Only” 
and Finds It Profitable 


Wwe 
a . 
- © 
- 


ss » «4 
at” 7. 
SULPLLALI saben 

B..  -Brmeng- aah 
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B YING and selling 


only American made hardware 
and allied lines has always been 
the policy of the Morris H. Kahme 
hardware store at 1901 Avenue U, 
Brooklyn, N. Y. When Mr. Kahme 
acquired the business, in 1933, 
there was on hand a large quantity 
of foreign made lamps and hard- 
ware lines, having as their appeal 
the fact that they were “cheap.” 
This merchandise was quickly dis- 
posed of and ever since the only 
foreign material sold in the store 
has been bamboo rods and prod- 





ucts made partly of bamboo but 
which are manufactured in this 
country. 

To emphasize the fact that the 
firm buys and sells only genuinely 
“American Made Goods” the store 
constantly uses special signs in the 
store with various “Buy Amer- 
ican” messages. And there is 
much of the time a big “Buy 
American” sign in one of the dis- 
play windows. 

Mr. Kahme points out that he 
believes it only fair and proper to 
thus support American labor. Says 


Morris H. Kahme, Brook- 
lyn, N. Y., believes in 
proven American quality. 


and it is a belief that pays 


One of the firm’s win- 
dows showing the sign 
“Only American Made 
Goods”—a slogan that 
is always featured. 


he, “This policy was started not 
as one of boycott but because of 
sincere belief in American quality. 
Since we make our living by sell- 
ing to American labor we must 
support it by selling merchandise 
made in the United States. It is 
our belief that there is nothing, 
in the type of hardware lines we 
sell, that is better made in foreign 
countries than it is here. 

“People, in our trading. area, 
who bought certain foreign Christ- 
mas tree decorations and foreign 
made lamps, from other stores, 











1901 Avenue U On the Corner 


DECORATE YOUR TREES AND HOMES 
WITH ORNAMENTS AND LIGHTS MADE 
IN AMERICA BY AMERICANS FOR AMERI- 
CANS AT THE ONLY 
AMERICAN MADE GOODS EXCLUSIVELY. 


MORRIS H. KAHME 


STORE SELLING 





LAG 
y Gi 
YOM ze 





SHeepshead 38-6592 


1901 Avenue U 






BUY AND USE AMERICAN MADE GOODS 


A LITTLE THOUGHT WILL CONVINCE 
ALL THAT THE CONTINUED PURCHASE 
OF FOREIGN MANUFACTURED GOODS 
WILL CLOSE FOREVER MANY AMERICAN 


FACTORIES. 


MORRIS H. KAHME 


On the Corner SHeepshead 38-6592 








Two of the firm’s ads which were used in church publications. 
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found that they were not satisfac- 
tory. .Now these same people ask 
for American lamps. Since our 
store caters to more or less per- 
manent residents we must be in 
position to guarantee what we sell, 
and we can guarantee American 
products. People often tell us they 
patronize our store because of our 
policy. 

“Sometimes appeals to custom- 
ers sense of Americanism does 
not convince them that this idea 
warrants their purchase of Amer- 
ican merchandise. Then it is neces- 
sary to really prove to them that 
the difference in price is actually 
because of superior quality,” says 


Mr. Kahme. 


Additional Proof 


Backing up its guarantee policy 
by giving cash refunds, when cus- 
tomers feel that merchandise is 
unsatisfactory, is further proof of 
the store’s belief in American 
products. The store features qual- 
ity lines, yet in the case of some 
lines customers show some doubt. 
On these particular items the store 
keeps on hand samples of lower 
priced merchandise to use com- 
paratively in selling the — 
idea. 

Throughout the store there are 
a number of colored cards, in con- 
spicuous places, bearing messages 
such as: “Others Do. Why Not 
You? — Buy American”; “Amer- 
ican Made for Americans” and 
“Keep in Line—Buy American.” 
The “Buy American” theme is 
publicized, in store ads, used in 
various church publications, pro- 
grams, etc., for churches of dif- 
ferent denominations. One such 
ad, used last November, said in 
part, “Buy and Use American 
Made Goods. A little thought will 
convince all that the continued 
purchase of foreign manufactured 
goods will close forever many 
American factories.” Another pub- 
lished last December urged people 
to, “Decorate your trees and homes 
with ornaments and lights made 
in America, by Americans for 
\mericans.” 

The experiences of the Kahme 
store, although based on a sincere 
desire to help American industry, 
prove that the plan is also a profit- 
able one. 
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.22 cal. 
Repeater— Model 42M 





or 


NATIONAL 
HARDWAR 
OPEN HOUS 


7-Shot Clip 
3.95* 









cal. Automatic — 
Model 51M$17.95* 
15 shots — long rifle 
regular or high speed. 





$250.00 


CASH PRIZES 


In the Mossberg 
Rifle Name Contest 


We're asking the shooters of 
America—your customers—to 
name these great new rifles, ask- 
ing them first to examine them at 
their dealers’ stores. Announce- 
ments will appear in March is- 
sues of outdoor and farm publi- 
cations out about the middle of 
February. Stock up, because 
these new numbers “have what 
it takes.” 


and a National Consumer Contest 








ef 
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~ 6 
0. F.MOSSBERG 





s SONS Inc. 


1602 St. John St., New Haven, Conn. 


THE LIVEST FIREARMS LINE 

















.22 cal. 22-Shot Tubu- 
lar Repeater — Model 
46M ......$15.95* 


» 






Look them over! They’re beauties! Real 
“he-men” rifles. Rugged, serviceable, ac- 
curate—automatic, tubular repeater and 
clip repeater — all with outstanding and 
exclusive features —and at Mossberg’s 
down-to-earth prices. Loaded with sales 
appeal—they’ll sell with a bang! 


And that’s only part 
of the NEWS 


All Mossberg Master Action Rifles will 
now be equipped with the new, exclusive, 
patented Safety Cover Plate giving pro- 
tection NEVER before available! 

And that’s not all—there’s much more 
that’s new and salable and profitable to 
you. So send for the new 1940 Mossberg 
catalogue, giving whole story of Moss- 
berg Rifles, Shotguns, and telescope 
sights—and the big name contest. 

ORDER MOSSBERG PRODUCTS 
from YOUR DISTRIBUTOR NOW 
*Slightly higher west of Rockies 


es TC Please Print ~~ ~~~ a 


Please send me the new 1940 Mossberg 
Catalogue 


Name 
Street 
City State 


My firearms distributor is 








IN AMERICA 
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In The New 175A 
STANLEY ; 


Merchandiser’ 


This new Stanley ss 
a bal 
ont ae fast-moving 
pune drivers. Ir’s compact 
as ong, takes little coun 
ane It’s colorful, to 
pon ae eye- Available 


lanced stock of 


drivers — 10c to 50¢ 
selling sizes. 
10, 2 70 an 

sizes. 


attract t 


popular 
= | the best 
s. 20 ° 


No 
2 = ” 5” and 6” 


1270, in 


from your jobber today! 


Trade Mark 


STANLEY 
TOOLS 


New Britain, Conn. 
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Wisco Meeting Stresses 


B ETTER selling meth- 


ods, new business opportunities, and 
adjusting the retail hardware store 
to new merchandising standards 
were the important subjects dis- 
cussed at the 13th annual merchan- 
dising school and sales show of the 
Wisco Hardware Co., Madison, Wis., 
dealer-owned wholesale house. Busi- 
ness sessions, Jan. 23-25, were held 
in the new company warehouse, at 
the Loraine Hotel, and in the Memo- 
rial Union of the University of Wis- 
consin. Total registration, compris- 
ing dealer-members, dealer-guests, 
and manufacturers, was 350. 

At the opening session, L. L. 
Gasey, P. & F. Corbin Co., New 
Britain, Conn., discussed “New Op- 
portunities in Builders Hardware” 
and stressed the small home market 
for hardware as one the dealer could 
sell and pointed out the advantages 
of using sample panels in this type 
of selling. There is a new market 
for pumps and other farm products 
as a result of the rural electrification 
program in the state, H. A. Thorn- 
dike. manager of Oshkosh, Wis., 
plant of H. D. Hudson Mfg. Co., 
said in discussing “Developing The 
Farm Market.” 

Forbes Getty, district sales man- 
ager, John Lucas & Co., Philadel- 
phia, Pa., in a talk, “A New Plan 
to Bring Paint Business to The 
Hardware Store” said dealers should 
show paint early and make full use 
of window and interior floor displays 
in order to secure the greatest re- 
sults from the campaign. 


Steel Products 


Speaking on “Increasing the Sale 
of Steel Products,” A. A. Nelson, as- 
sistant general sales manager, Key- 
stone Steel & Wire Co., Peoria, IIl., 
told dealers to sell the need for fence 
to farmers and stress its value in 
increasing farm income. Fence is 
one item for which there is no substi- 
tute and a large replacement demand 
exists, he said. There are four 
million poorly fenced farms in the 
country which need nearly three bil- 
lion rods of fence. Show fence in 
the store in the spring and fall and 
plan fence stretching demonstrations 
as special promotions. 

George G. Hoy, associate editor, 
HarpwareE AGE, speaking on “Fit- 
ting Your Store Into the Business 
Trend of 1940,” urged dealers to or- 


ganize their business to meet sudden 
changes in conditions. Planning a 
course for the year will increase efh- 
ciency in other factors and provide 
more time for sales efforts. Dealers 
should simplify their buying as much 





ROY BEAT 
Reelected President 


as possible by concentrating pur- 
chases thus placing the responsibil- 
ity upon the wholesaler to do a sat- 
isfactory job of buying for them. 

The hardware industry is just be- 
ginning to realize the advantages of 
scientific merchandising he said. 
Wholesalers are providing dealers 
with selling and advertising helps 
with the result that hardware stores 
are becoming greater outlets for 
merchandise. However, still greater 
selling efforts are needed to mer- 
chandise new lines, increase sales on 
present stocks, and regain sales vol- 
ume of some lines that have been 
lost. 

Advertising is the science of find- 
ing customers for goods, while mer- 
chandising is the science of actually 
selling the goods, Clinton K. Royce, 
advertising manager, Carson Pirie 
Scott, Chicago, Ill., said in discuss- 
ing “Merchandise — 1940 Style.” 
Newspaper advertising must show 
the reader benefits of immediate pur- 
chase. Give simple facts about the 
merchandise. Advantages of install- 
ment buying should be emphasized 
for this appeals to the masses and is 
an important reason for buying now. 

He pointed out that 62 per cent 
of the people passing the show win- 
dows today ride by in automobiles, 
therefore, trim your windows so they 
will reach and interest this group of 
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portunities 


something and 
a choice between 
something and nothing. 

Prices on farm commodities will 
probably increase if war lasts a year 
and a half or more, Dr. Asher Hob- 
son, Department of Agricultural 
Economics, University of Wisconsin, 
said in a talk “Probable Effects of 
War Upon Agriculture.” Negative 
forces tending to prevent prices from 
increasing were: countries engaged 
in the war have had more opportu- 
nities to prepare for war and are 
better supplied; these countries are 
conserving supplies now, and they 
lack credit in this country 
present laws. 

Forces likely to cause prices to 
increase, he said, were: prices of 
agricultural products at the present 
time are unusually low and war psy- 
chology tends to increase prices; the 
longer the war the more American 
commodities will be needed; coun- 
tries at war must be prepared for 
severe attacks even though they do 
not occur, thus farm products and 
manufactured goods will be in de- 
mand, and England and France have 
ability to pay cash for purchases in 
this country. 

At the corporation stockholders’ 
meeting, Harry J. Lillibridge, Bar- 
ker Lumber Co., Delavan, Wis., suc- 
ceeded Ray Gasser, Boscobel, Wis.. 
as a director. All officers and other 
members of the board were re-elected 
as follows: Roy Beat, Mt. Horeb, 
prsident; Darwin Follett, Coloma, 
vice-president; P. M._ Ellingson, 
Edgerton, treasurer; J. A. Fitschen, 
Madison, secretary and general man- 
ager; Henry Kozelka, Prairie du 
Chien; George Crumb, Whitewater ; 
Paul Lebrecht, Bellville, and F. E. 


McKichan, Fennimore. 


a choice between 
something, not 


under 








to find its most lucrative course, 
commodities their fair price, indus- 
try and intelligence their natural 
reward, idleness and folly their na- 
tural punishment, by maintaining 
peace, by defending property, by 
diminishing the price of law, and by 
observing strict economy in every 
department of the State. Let the 
Government do this: the people will 
assuredly do the rest.” 

Thomas Babington Macaulay 


len customers. Use decorations to at- 
5 a tract more attention to the merchan- 
fh dise, he said, and show prices unless 
ide you are ashamed of them. Interior 
ers store displays should be planned to 
ich stimulate immediate purchases. Show 
J. A. FITSCHEN 
Secretary and 
General Manager 
ur- 
vil cards with fact giving, selling mes- 
at- sages and prices are essential. 
Employees, Mr. Royce said, should 

be- be trained in the technique of sug- 
of gestive selling so as not to offend 
id. customers. All circulars and direct- 
ers mail advertising should be full of 
Ips urge to “buy now” to be effective. 
res Discussing the “Personal Element 
for in Consumer-Business Relations,” 
ter R. R. Aurner, professor of Business 
er Administration, University of Wis- 
on consin, School of Commerce, said 
ol- initiative and personality were neces- 
en sary qualties in a good salesman and 

both can be developed. In selling. 
ad- sell what the product will do for the 
er- customer. Always give the customer 
lly 
ce, 7 
“9 1830 Speaks to 1940 
“hag 669 T is not by the intermeddling 
ow of the omniscient and omnipo- 
ur- tent State, but by the prudence and 
he energy of the people that England 
ill. has hitherto been carried forward in 
ed civilization; and it is to the same 
is prudence and the same energy that 
yw. we now look with comfort and good 
nt hope. 
in- “Our rulers will best promote the 
es, improvement of the nation by strictly 
ey confining themselves to their own 
of legitimate duties, by leaving capital 
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Stanley “Pull-Push” 


Properly called “The Raise 
ofa Thousand Uses. _— 
made of finest tempe - 
steel. Accurate, easytons Ft : 
graduations. Convene 
»ek at-size cases, € ura rhs 
ae Handy hook on 
end of blades. 
No. 6386 rom 
6 foot, black and w - , 
blade, direct reading. i 
inside as We 1 as — 
measurements. $1.25 retail. 
No. 1266A 
6 foot, bright stee 
v-kel-plated stee se 
attached blade. 85c retail. 
No. 7506N , 
Nickel-plated stee 
Nickel-plated blade. 
; moved. 65¢ 
gun black 





1 blade, 


case. 


























6 foot. 
case. 
Blade can be re 
retail, Also m 
finish case. ; 
These Rules From 
ee Jobber Today! 












Trade Mark 


STANLEY 
Be cute 5 


New Britain, Conn. 
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New and Improved Merchandise—Display Helps—Sales Literature— 


Coil Wire Display 

This No. 72 10-cent coil wire display 
for galvanized iron wire and soft cop- 
per wire, retailing for 10 cents a coil, 
is made of heavy metal finished in green 





with ivory letters. Display shows sizes, 
lengths of each coil. Packed in cor- 
rugated shipping carton. Size 20 in. by 
17 in. by 5% in. Refills for display 
available. E. H. Tate Co., 251 Cause 
way St., Boston, Mass. 


Electric Handsaw 


Model A-9, claimed to have several 
new construction features—-914 in. blade 
with maximum cutting capacity of 3% 
in.; will bevel cut 2 11/16-in. thick lum- 
ber at a 45 deg. angle. Saw weighs 21 
Ibs., is well-balanced for easy one-hand 
operation and can be operated either 
vertically or horizontally. Telescoping 
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safety guard and automatic safety 
switch are included. Guard also keeps 
sawdust away from operator’s eyes while 
a blower keeps the cutting line clear 
and visible. Has a graduated quadrant 
for precise bevel adjustments. Can be 
equipped with abrasive discs for cut- 
ting material other than lumber. Fred 
Wappat, 7317 Penn Ave., Pittsburgh, 
Pa. 


Weed Chain Salesman 


The American Chain & Cable Co., 
Inc., Bridgeport, Conn., has designed an 
outdoor, full-color life-size display of a 
service station man called the “Weed 


a 





Chain Salesman” to display Weed 
Chains outside, where they can be seen. 
Display is waterproofed, fits behind the 
tire into an ordinary tire stand and is 
fastened by means of two wires, to the 
chain itself. May also be used without 
the tire and tire stand. 


Tap and Dies Display Cabinet 

Quantities of each size contained in the 
cabinet are graduated according to the 
salability of that particular size. Cabinet 
also keeps these items out front where 
they can be seen by customers. Display 








has a hinged glass cover that can be 
easily opened for making sales directly 
from case. In addition to taps and 
dies, the display contains four sizes of 
screw extractors, six sizes of taper pin 


Cm mtantatn | 
‘ 
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reamers, die stocks, tap wrenches and 
T-handle tap wrenches. An investment 
of from $25.00 to $40.00 is required to 
put one in dealer’s store. Henry L. 
Hanson, Inc., 25 Union St., Worcester, 
Mass. 


Adjustable Rod Handle 


“Nu-Grip”—by loosening and tighten- 
ing a set screw the “Adjustable Nu- 
Grip” can be turned from side to side 
to the exact position where it fits any 
individual, naturally and comfortably, 
irrespective of type hand and left or 
right casting. The Gephart Mfg. Co., 
220-224 W. Illinois St., Chicago. 
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for Retail Hardware Stores i 


Victor Hacksaw Blades 


Victor Saw Works, Inc., Middletown, 
N. Y., has added a line of four types 
of “Victor” hack saw frames to its line 
of “Victor” Tungsten and “Moly” 





blades. The four frames vary in de- 
sign and price but cover all needs for 
frames to handle average cutting jobs. 
All have exposed metal parts finished 
in polished and buffed nickel, comfort- 
able pistol-grip handles of black com- 
position, take blades from 8 in. to 12 
in. and permit blades to be faced all 
four ways. List prices start at 80 cents 
and go to $2.50 for the finest type—the 
first three frames being supplied with 
a “Victor” Tungsten blade, the latter 
with a “Victor Moly” blade. 


“§-Point” Ground Clamp 


Provides a connection with eight 
solid points of contact. Supplied with 
a new and improved wire connector 
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Window Trims—New Packages—New Colors—Catalogs 


terminal. Easy to install. Made to fit 
any size rod from *4 in. to 1 1/16 in. 
or any size pipe from % in. to % in. 
Cadmium plated. Packed 10 clamps 
per box, 10 boxes per standard pack- 
age. Retail selling price, 10 cents pet 
clamp. Accessories Mfg. Co., 4612 N. 
Clark St., Chicago, Il. 


Pinocchio Masks Free 


With Gillette Blades 


To capitalize for Gillette dealers the 
nation-wide popularity of Walt Disney’s 
“Pinocchio,” Gillette has secured ex- 
clusive rights to produce masks of the 
comical leading characters, Pinocchio, 
Jiminy Cricket, Geppetto, Figaro and 
Cleo. They are obtainable only with 
Gillette Blue Blades—two masks free 
with each package of five for 25 cents 








and a full set of masks free with each 
package of 10 for 49 cents. The masks, 
contained in envelopes of twos and 
fives will come with the blades packed 
on special merchandise cards. 

The company supplies a window dis- 
play, arresting window posters—spe- 
cial merchandise cards with Pinocchio 
perched atop the blade packages to com- 
pel people to look and buy. Gillette 


Safety Razor Co., Boston, Mass. 












Light Weight Emergency Jack 


This light weight single acting, auto- 
matic raising and lowering emergency 
jack, No. 522, has a capacity of 5 tons. 
It tilts on its base, when the base paw! 





is disengaged, permitting angular jack- 
ing or pushing and pulling. Lifts on 
the cap, the auxiliary shoe, the toe lift 
and at any intermediate point by using 
the 4% ft. 7/16 BBB chain, which is 
fitted with a grab hook, as a sling. It 
has a large strong inner-ribbed base, a 
double lever socket for operation in chose 
quarters and the toe lift is machine 
corrugated. Weighs 64 lbs., 44 lbs. less 
than the No. 310A, is 22” high, has a 
14” lift and is furnished complete with 
a 4% ft. chain, an auxiliary cap shoe 
and a 36” heat treated steel lever bar. 
Templeton, Kenly & Co., 1020 S. Cen- 
tral Ave., Chicago, Ill. 
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| Triple 
| Traffic 


“| Promotion 








You have a right to expect a sensational 
new merchandising idea from Woodruff 
You know how Woodruff took lawn seed 
out of the “staple” class, put it in the profit 
class, by preparing mixtures adapted to 
the conditions under which they must grow 
Now Woodruff presents o new selling 
idea — a special deal for National Hard- 
ware Open House — using a coupon that 
requires a customer to visit your store three 
times. Write and ask about the sales 
helps given you for this Triple Traffic 
Promotion 


WOODRUFF 


Adapted 
LAWN SEED 


Merchandised directly to dealers 


Mail coupon today for details 





F. H. Woodrulf & Sons, Inc 
Milford, Connecticut 


Gentlemen 
Without obligation please tell me about your 
pen House deal, and the special dealer 
helps you furnish with it 


Name 
Street 


City State 
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Plastic Egg Slicer 


This new type egg slicer with body of 
plastic and cutting wires of fine stain- 
less steel is said not to bend while the 
egg is being sliced. It is easy to clean 





and keep clean. Comes in Red, Ivory, 
and Green; 3 dozen to the carton. 


L. Hutzler, 226 Lafayette Street, N. Y. C. 


**Detecto” Scale 


No. 1019CP—features a lavish use of 
chrome not only in the dial housing but 
in the entire body as well. It has giant 
numerals, quick-stop dial, black ribbed, 





washable rubber mat, extra lever con 
struction, and fully enclosed body. It 
is completely guaranteed. Capacity is 
250 Ibs. Overall base is 12% in. by 
10 in. Height, 4% in. Suggested retail 
selling price is $4.95. Detecto Scales, 
Brooklyn, New York. 


Household Food Mixer 


Model “K3”—has_ full, exclusive 
“planetary mixing action” to assure 
thorough coverage of the stationary 
bowl; positive control, and full, con- 
stant quiet power on all speeds; simpli 








fied front-vision “speed guide”; built-in 
power unit for easy operation of every 
attachment, and an arm-level juice ex- 
tractor. List price, complete with juicer 
is $29.95; without juicer, $28.50. 
Kitchenaid Division, The Hobart Mfg. 
Co., Troy, Ohio. 


*“Elto”’ Outboard Motors 


The 1940 “Elto” line consists of six 
models. Price leader in the line is the 
“Elto Cub,” illustrated, which retails for 
$26.50. Light in weight, weighing 844 


Ibs., it drives light boats up to four 
miles an hour and canoes up to five 
miles. Said to run 10 hours on one 
gallon. Has flywheel magneto ignition, 
relief “Co-Pilot” steering. Develops % 
N.O.A. certified brake h.p. at 4,000 
r.p.m. Evinrude Motors, Milwaukee, 


Wis. 


Oil Heater Attachment 
“Air-U-Lator” — for equipping oil 
burning circulators with a forced air 





circulating system. Operates on 110 
volts and requires no electrical instal- 
lation. Twentieth Century Engineering 


Co., Mankato, Minn. 
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Tools Sell Best 
Because They Serve Best 


There are many differences between Planet 
Jr. Farm and Garden Tools and ordinary 
gardening and agricultural implements. 
Differences in quality of materials, work- 
manship and finish! Differences in design 
—in construction—in time, labor, and 
money-saving features. These differences 
are apparent both on the sa/es floor and in 
the field. They work to your advantage in 
the first case—they work to your customers’ 
advantages inthe second / For the same things 
that make Planet Jr. Farm and Garden 
Tools more profitable to se//—make them 
easier and more profitable to use/ 


S.L. ALLEN & CO., Iac. 
Also makers of Planet Jr. Garden Tractors 
3425 N. Sth Street, Philadelphia, Pa. 


* Planet Jr. No. 17 Single Wheel Hoe does everything. 
Equipped with pair of hoes for weeding and hoeing; 
three teeth for general cultivation, and one landside 
plow for ridging, furrowing and plowing. All attach- 
ments specially heat treated for long wear. 


m= FEATURE 


Planet Jr. 


FARM AND GARDEN TOOLS 


SATISFY 
CUSTOMERS 





FEBRUARY 8. 
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CONTROLS 
THE DOOR 


ALL 
THE WAY 


LEAKPROOF 


All working parts are machined with exactness from 
solid steel. Closer can be regulated to meet all condi- 
tions—powerful clock-type spring of special steel with 
wide range of adjustment. Leakproof construction per- 
mits the use of mineral oil, the correct lubricant for 
working parts. 


BUILT BY THE LARGEST EXCLUSIVE MANUFACTURER OF DOOR CLOSERS 


NORTON SCREEN DOOR CLOSERS 
No. 4 and No. 04 


ee 4 can be installed on either side of the door, retails at 


7% ge ne 04, installed on opposite the hinge side, retails 
at 20. 


WRITE FOR THE NORTON CATALOG 


NORTON DOOR CLOSER COMPANY 


Division of The Yale & Towne Mfg. Company 
CHICAGO, ILLINOIS 


2900 N. WESTERN AVE. 
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EXTREME 
ACCURACY 


in dozens of critical 
operations controls the 
final result. 


PRACTICAL 
PERFECTION 


must be reached in 
every one, before a drill 
may bear our name, 








TWIST DRILL AND 
MACHINE COMPANY 


NEW BEDFORD, MASS., U.S. A. 


NEW YORK STORE: 130 LAFAYETTE STREET 
CHICAGO STORE: 570 WEST RANDOLPH STREET 
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Farm Mechanization 


Opportunities Discussed 


by Texas Association 





ee rs 








President Herman Taylor, Lufkin, left, and 
Secretary J. D. Martin, Jr., College Station. 


| LTURE and 


the opportunities that the trend 
toward mechanization of farms 
offers to supplymen furnished the 
major topics of discussion of the 
42nd annual convention of the Texas 
Hardware and implement Associa- 
tion held in Dallas, Texas, Jan. 23 
to 25. In sharp contrast to many 
meetings recently held, in which the 
average farmer ‘was pictured as 
being on the verge of starvation, the 
association sees farming as an indus- 
try in which many operators are 
making money and are likely to 
keep on doing so. 

E. R. Eudaly, director of the 
State Extension Service, College 
Station, said: “There are untold op- 
portunities for this state’s farmers 
to grow grain and other feeds and 
then stock his land with cattle. The 
average farmer thinks that the value 
of his acreage is too valuable to 
waste on pasturage. 

“The farmer must make money in 
order to buy hardware and imple- 
ments, and you dealers must be able 
to conscientiously and authoritatively 
aid him in his efforts.” 

“Texas did not suffer as severely 
as other parts of the country from 
the depression and the recent reces- 


sion was scarcely felt in this state,” 
said J. L. McCaffray, Farm Equip- 
ment Institute. Chicago. 

“Power farming is making rapid 
strides throughout the U. S. par- 
ticularly the smaller tractors. Bas- 
ing Texas demand on that of Illinois, 
there is an unfilled demand in this 
state for more than 100.000 power 
units for farming.” 

J. M. Griffith, City National Bank, 
Taylor, Texas, stated: “The aver- 
age state of cultivation of Texas 
farms has improved where power 
farming is practiced. Our bank has 
financed more than a quarter of mil- 
lion dollars worth of tractor notes 
without a single repossession. 

“These notes are taken on the 
basis of the character, capacity and 
collateral of the maker. Character 
covers the moral risk. We find that 
a man of good character will take 
care of his tractor. Capacity takes 
into consideration his ability to 
operate a machine and the further 
fact that he has enough land above 
his family needs for a living to 
make payments. Collateral means 
just what it says. We buy notes with 
as much as 66-2/3 per cent of the 
value of the tractor to be paid.” 

Victor H. Schoffelmayer, agricul- 
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ALWAYS POPULAR Improved 
Snaplok eit WOOD HEATERS 
NESTED Six Styles —Six Sizes 
STOVE PIPE 





This pipe is put together by simply inserting 
tongue on one edge into fold on opposite 
edge and pressing together until it snaps— 
the pipe is then ready for use. 


Outside surface is perfectly smooth — no 
folds, slots, grooves, notches, lugs or buttons 
on outside of pipe. 


MADE IN THE FOLLOWING FINISHES 
HOT REDUCED “DOVER BLUE”’ 
COLD REDUCED POLISHED “TRU-BLU”’ 


ORDER FROM YOUR JOBBER—ACCEPT NO SUBSTITUTE 














MADE REEVES STEEL AND MANUFACTURING CO. 
EXCLUSIVELY BY DOVER, OHIO 
, - @ Speed Kings alone give you two great selling fea- 


y 4 tures that appeal to youngsters and parents alike. 
a | 0 WO N D a 4 TH EY Youngsters like them for their smooth-sailing and 
Sf record-breaking speed. Actual tests prove them the 
world’s fastest. Parents prefer them for their greater 

freedom from repair. They’re the only skate guaran- 
teed for 500 miles or a full year’s wear. For dealers 
who feature Speed Kings, it all adds up to faster sales. 
Stock Speed Kings in 1940....then watch your skate 
department stride ahead. Write today for information. 


HUSTLER CORPORATION, STERLING, ILLINOIS 


vy 















~~ 
>. THE WORLD’S 
FASTEST SKATES 


GUARANTEED 


Only Hustler Offers ALL OF THESE . FOR 500 MILES 


I Heavy hardened 
tread—for speed and 
mileage. 





2 Hardened cone— 
easier running, 
longer lasting. 


3 Halves of wheel 
joined permanently 
by 4 rivets. 


4 Dust cap (with oil 
hole) keeps outdirt. 4 
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Quick Way To 
SeiLt.BINDING 


The MODERN 


and EDGING) 















Rape 


FRAG MART AEDTTERED VB PATENT OPOEe 


Rolled Bindings, Edgings 
for Linoleums, Matting, etc. 





Each Roll 
in Patented 
Exclusive 
Dispensing 

Carton 


PATENTED 
FEB. 13, 1934 
No. 1947351 








x 


|| AEAR 
|] BINDING ed EDGING 


















Here's the modern, quick, profitable way 






handle binding and edging—from our exclu- 
sive, patented dispensing carton. In two min- 
utes your clerks can measure out, cut off and 


hand customer any desired length. No 
clerk time. No lost strip due to kinkage. 


lost 
Nu- 


Art has extra bright finish: rolled and packed 
to lay flat and straight when installed. Wall 


or counter rack furnished free. 


STRIP CAN BE ROLLED BACK 


WITHOUT OPENING CARTON 







opening carton. 





You pay no pr , 
for the extra quality 
you get in Nu-ART. 
or this exclusive. t- 
ented carton. lore 
than 20,000 dealers 
sell binding and edg- F 
ing this modern, quick, way. 


Stainless Steel—Aluminum 
Brass—Zinc 


ALL WIDTHS -- ALL GAUGES 
PLACE YOUR ORDER NOW 


ll 


Roll strip in or out of carton, show 
customers various styles, remove 
ins (in separate envelope 
ior each yard) without 






MOULDING & TRIM 
BINDINGS, EDGINGS, NOSINGS 


FOR SINKS, BATH ROOMS, 
WALLS, COUNTERS, TABLES, 


DESKS, FLOORS 
—FREE— 


Write for details and complete cata 
of this profit-making line. We also fu 


log 
rn- 


ish sales-making suggestions that will 


make you money. 


MACKLANBURG-DUNCAN C 


OKLAHOMA CITY, OKLA. 
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tural editor, Dallas Morning News, 
spoke on Chemurgy. He said: “For 
the last 150 years we have been in 
the machine age. That age is passing 
and we are entering the chemical 
age. 

“Newsprint, plastics, root starches, 
and numerous other chemurgic en- 
terprises offer the farmer an outlet 
for his growing crops. Why, the 
state of Illinois produced 45,000,000 
bushels of soy beans last year, out 
of a U. S. total 90,000,000 bushels. 
Texas has much land that is adapted 
to the growth of soy beans. Henry 
Ford is making automobile bodies 
out of soy beans. Of course, these 
bodies are still in the experimental 
state in his $1,000,000 soy bean 
laboratory, but they'll be on the 
roads soon. I just have a report 
from the British consul at Houston 
that England is making gun car- 
riages out of plastics.” 

Col. Ike Ashburn, vice-president 
A. & M. College, College Station. 
Texas, stated in part: “It seems to 
me that the hardware merchant 
should spend more time in the front 
of the store meeting his customers 
and not so much in the back end 
working on his ledgers. He should 
go out like the insurance salesman 
does and make personal contacts 
with his prospective customers. 

“He should watch real estate 
trends and arrivals of new families 
into his community. These are often 
prospects for his goods. It might be 
well for him to spend some time 
on his ledgers studying out how to 
make idle accounts become active. 
Good personal letters inviting new- 
comers to trade with your store and 
calling attention of your regular 
customers to new’ merchandise 
would no doubt improve business.” 

Robert B. Dale, brought greetings 
from Texas Wholesale Hardware 
Association and called attention to 
the trend of the times in merchan- 
dising. “There is not more than 20 
per cent of your stock that you 
come in contact with highly com- 
petitive prices. This should be paid 
more attention and merchandised 
more carefully. New items that have 
heretofore not been considered hard- 
ware merchandise should be given 
consideration.” 

Rivers Peterson, managing direc- 
tor National Retail Hardware Asso- 
ciation, Indianapolis, Ind., went into 
detail as to what the national associ- 
ation was doing to improve condi- 
tions in the hardware industry. 

Alfred Bernien, National Federa- 
tion of Implement Dealers’ Associa- 
tion, Reedsburg, Wis., told of the 
National Federation’s plans. 

The association adopted a resolu- 





tion to the effect that “every jobber 
should sell only through legitimate 
dealers and recommended that any 
variation from this rule should be 
reported to the secretary of the asso- 
ciation and he in turn should take 
it up with the jobber-dealer com- 
mittee and they should cooperate 
to correct the practice.” 

A resolution was also adopted en 
dorsing National Hardware Open 





A. P. SHARP 
Retiring President 


House and urging full cooperation 
of the membership in the event. 

Officers were elected as follows: 
Herman Taylor, Lufkin, president; 
T. P. Tucker, Beeville, vice-presi- 
dent, and J. D. Martin, Jr., College 
Station, secretary. Claude Rogers, 
Frisco, and Henry Rush, Marlin, 
were elected new members of the 
board of directors. Other members 
of the board are C. T. Buie, Itasca; 
H. P. Horsley, Dallas; George P. 
Prewitt, Taylor; N. R. Carter, Sla- 
ton; J. D. House, Jr., Paris, and 
Lee Watson, Brownwood. 

H. L. Collard, sales manager, 
southern division, Hibbard, Spencer, 
Bartlett & Co., Chicago, IIl., took 
the place of J. B. Morrison of the 
same firm on the program, as the 
latter was unable to attend. 

Mr. Collard said: “Your show 
windows are the eyes of your store. 
Their floor should be at least 18 
inches above the sidewalk. If they 
are high windows, a valance should 
be used to cut them down to four 
feet, as this has been determined by 
experiment to be the proper height.” 
He conducted an open forum on the 
proper methods of arranging dis- 
plays in both the windows and the 
interior of the store. 

Attendance was reduced as a re- 
sult of the coldest spell of weather 
in 41 years. Place of next conven- 
tion was not decided. 
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PERFECT BALANCE 


The four tight rope walkers shown above, must 
have perfect balance to successfully perform their 
breath taking act. Just as their work depends 
upon this perfect balance so does the work of 
a shoveler depend upon balance in his shovel. 
Balance in a shovel means easier handling and 
more efficiency in shoveling. A new re-designed 
socket gives to the ABW Solid Shank Shovel a 
perfect balance. The new high bend has achieved 
for this famous shovel a balance unequalled in 
any other solid shank shovel. 


New Redesigned Socket 








Try This Test 


Lay one of these 
new ABW Solid 











To users of shovels this is an 
important development and 
one that will be welcomed by 
buyers of shovels. In addition 
to this exclusive feature ABW 
Solid Shank Shovels are equip- 
ped with the famous Shock 
Band which gives more handle 
strength to the shovel. ABW 
Solid Shank Shovels are made 
from one solid bar of steel. 





Shank Shovels on 
a table or desk, 
balance with the 
blade and socket 
projecting over the 
edge of the table, 
and the handle 
poised free of the 
table. Then tip the 
blade down to 
either side, release 
and watch the 
shovel right itself. 
This is the perfect 
balance which no 
other solid shank 
shovel has. 











Ask your Jobber 
ABW PRODUCTS 


hi 
WU Shovels Rakes 
A M E S Spades Post Hole 
ince Scoops Diggers 
$s Forks Agricultural 
1 7 74 Hoes Handles 


Ames BALDWIN WyomING Co. 


PARKERSBURG, W. VA. . NORTH EASTON, MASS. 
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The world’s clumsiest man... 




















..omakes a world’s record 
helping YOU sell Bissells! 


YOWD THINK HE'D BE POISON to women, the way 
he spills things in millions of homes... but gosh, how the 
ladies all love him! 

> For he’s one of the famous characters in Bissell ads 
the national carpet sweeper advertising that has the un- 
beatable record of being read by five times as many women 
as the average ads (ANY ads), of the same size in the same 
national publications! 

And that record isn’t based on a few hand-picked per- 
formances either.* It’s based on Bissell’s regular hard- 
selling advertising messages that appear throughout the 
year in fifteen of the country’s foremost magazines. These 
magazines, with a total circulation of nearly 20,000,000, 
reach most of the worthwhile homes from coast to coast 
and blanket your Bissell customers. 
> This aggressive advertising, creating a universal con- 
sumer acceptance for Bissell sweepers, is one of the reasons 
why Bissell outsells all other sweepers combined. 

Display your Bissells prominently and you'll sell more 


\/ ! . 
of em, (*From actual survey figures, over a 5-year period) 


BISSELL 


The world’s fastest-selling 
carpet sweeper! 
135 

















J NSTALL a Frigidette display in 

your own shop window and 
watch U. S. home-makers beat a 
path to your door. It’s today’s 
most captivating home appliance 
— acclaimed by leading home 
economists through our national 
home magazines — priced to sell 
fast and at a profit right off your 
own counters. Available in 2-, 4-, 
and 6-qt. sizes with a brand new 
promotional model for lower in- 
come groups. The Frigidette Elec- 
tric and Triple-action models were 
sensations in 1939. All are liber- 
ally guaranteed, with promotional 
and display material furnished on 
request. 


© Ask your jobber salesman for fu!l 
facts on these and other models 


in the complete Conco line. 
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Mountain States Keeps 


Up Legislative Work 





The official board, all from Colorado. 


president; Andrew H. Currie, Yuma, second vice-president. 


Left to right, front row: S. I. 
Fredregill, Sterling, first vice-president; James E. Ward, Monte Vista, 


Rear row: 


Richard Hamm, Longmont; F. W. Unfug, Walsenberg; H. F. Collett, Rifle, 
James M. French, Creede, directors; John T. Bartlett, Boulder, secretary- 
treasurer; F. W. Kroeger, Durango, director. Directors J. L. Tagert, 
Meeker, and Paul F. Patterson, Denver, are missing from the picture. 


iltilians study and 
discussion of current trade _prob- 
lems and opportunities characterized 
the 38th annual convention of the 
Mountain States Hardware and Im- 
Association at Denver, 
Colo., Jan. 15-17. Sam P. Van 
Arsdall, Brundage Hardware, Cody, 
Wyo., was the presiding officer. 
James E. Ward, Rio Grande Hard- 
ware, Monte Vista, Colo., was elected 
president for the ensuing year. 
S. I. Fredregill, Logan County 
Implement Co., Sterling, Colo.. was 


plement 


chosen first vice-president. Second 
vice-president is A. H. Currie, Yuma, 
Colo., and new directors H. F. Col- 
lett, Rifle, Colo., and Paul F. Pat- 
terson, Falby Paint & Hardware Co.. 
Denver. John T. Bartlett, Boulder, 
reappointed secretary- 
treasurer. New president of the 
H. I. P. Club is A. R. Olsen, Inter- 
national Harvester Co., Denver. The 
latter succeeds Paul H. Thunemann, 
of Mountain and Plain Paint Co. 
“Our fatal national error,” said 
Milward L. Simpson, Wyoming at- 
torney, “has been in curtailing the 
processes of free enterprise. We 


Colo., was 


have betrayed its principles. Unwise 
measures have enhanced prices and 
decreased demand; they have low- 
ered sales, curtailed raw material 
requirements; lessened the demand 
for labor; increased unemployment; 
increased taxes, and added to state 
and national debts.” 


Mr. Simpson’s topic was “Taxes 
Versus Business,” and offering statis- 
tical data, he dealt exhaustively with 
the growth of bureaucracy in the 
United States, Federal deficits, and 
pyramiding national debt. “So far 
as the debt that has been incurred,” 
he said, “it must be paid. All we 
can do is make the best of the situa- 
tion, but we can stop adding to the 
national debt. And we can cut down 
expenditures to an amount we can 
afford.” 

J. Ray Lowell, Colorado Springs, 
chairman of the association’s legis- 
lative committee, and William S. 
Hill, Fort Collins, reported respec- 
tively on local and national legis- 
lative situations. The Association 
unanimously voted to continue its 
legislative, educational and _ protec- 
tive efforts, and authorized an assess- 
ment for the purpose. 

Governor Ralph L. Carr delivered 
an inspiring address Wednesday 
afternoon, Jan. 17, on common sense, 
practical management of the state’s 
business. 

Don C. Carpenter, of the Colorado 
State Treasurer’s office, explained 
the program for enforcement of the 
use tax, and showed how hardware 
and implement men, especially those 
in counties adjoining state boun- 
daries, can aid in enforcement. 

Many members ordered display 
kits for National Hardware Open 
House, following an address, “For- 
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ward in °40,” by Glendon E. Hack- 
ney, editor, Hardware Retailer, Indi- 
anapolis. The association board of 
directors voted affiliation with the 
contemplated National Retail Farm 
Equipment Association. H. L. Tay- 
lor, Alexandria, S. D., president of 
the National Federation of Imple- 
ment Dealers Associations, gave an 
address on accomplishments of past 
trade cooperation, and plans for the 
new enlarged program. 

The association board voted for 
continuance of fair trade efforts un- 
der chairman Clarence Clark, Den- 
ver. Besides Mr. Clark, assigned 
speakers on the subject of competi- 
tion problems were A. H. Currie, 
Yuma, J. M. French, Creede, and 
Robert Grossman, South Gaylord 
Hardware and Paint Store, Denver. 
General discussion, urged by Presi- 
dent Van Arsdall, was the liveliest 
in years, with interesting exploration 
of the subject of wholesaler-retailer 
relations. Orville McCray, display 
manager, The May Co., Denver de- 
partment store, spoke on “Window 
Displays Which Sell.” 

S. Lorane Fredregill, president, 
Greeley Farm Machinery Co., Gree- 
ley, Colo., speaking on “Implement 
Sales at a Profit,” submitted two 
management policies. The first was 
practical accounting which deter- 
mined the amount of used machinery 
in relation to its capital, a dealer- 
ship should have on hand at- any 
time. The other was, “Used machin- 
ery should be taken in and sold at 
a figure which will keep gross profit 
close to 20 per cent of sales.” James 
FE. Ward, Monte Vista, led the dis- 
cussion. 

Lyman P. Weld, chairman of the 
Collection Division of the Associated 
Credit Bureaus of America, spoke 
on “The Completed Sale,” emphasiz- 
ing the importance of early collec- 
tion effort. He gave many practical 
tips. 

Serving on the hardware resolu- 
tions committee were Dean R. Ken- 
dall, La Junta, chairman; B. W. 
Brosh, Montrose Hardware Co., 
Montrose, Colo.; and B. C. Bulson, 
Trinidad Hardware and Furniture 
Co., Trinidad, Colo.; Richard Hamm, 
Longmont, Colo.; Henry Brown, 
Eaton, Colo., and J. F. Gordon, 
Colorado Springs, brought in the 
implement resolutions which in- 
cluded appeals to the manufacturers 
to give service dealers deserved 
preferential treatment, and “prices 
on repair parts which will enable 
the retail dealer to meet profitably 
competitive prices on ‘will fit’ re- 
pairs.” 
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@ This display is made 
of wood and “Randa- 
lite,” finely finished, a 
permanent feature for 
your Telechron coun- 
ter. It makes people 
stop, look and buy. 
. . « This offer expires 
March 30th, so see 
your Telechron Clock 
Distributor— TODAY. 


+ J SPECIAL 


Your customers know that "Telechron" means smart design, accuracy, reliability, 
good value. Bank on the best known name in electric clocks to keep business 
up and coming all year. Be sure you show a sufficient range of popular models 
and be sure shoppers see them — that's THE way to more sales, more profits. 


REG. U. S. PAT. OFF 


WARREN TELECHRON COMPANY, 







COUNTER AND WINDOW DISPLAY 


FOR 


DEALERS 


SILENT SALESMAN 


TELECHRON 




























FREE to you during February and 
March with your order of eight or 
more alarm clocks and kitchen 
clocks —any styles you select. 


“TRADE-IN” ALLOWANCE 


@ This event will be nationally 
advertised in The Saturday 
Evening Post of February 24. 
A special display card will be 
available. Play up this un- 
usual value—make those extra 
sales—take those extra profits! 


(Full information on request.) 


SELF-STARTING 
ELECTRIC CLOCKS 


110 MAIN ST., ASHLAND, MASSACHUSETTS 
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WILL LIKE THIS 
VLCHEK 


PUNCH AND CHISEL SET 


% It's a handy. all purpose set con- 
sisting of two sizes of chisels, two 
sizes of solid punches and center 
punch—with metal band container 
in red. 

These chisels and punches are 
made of high carbon steel, forged 
and tempered—for tough use. They 
sell fast. 

Ask for catalog and prices on the 
customer-creating. profit-producing 
Vichek line. 


THE VLCHEK TOOL CO. 


3001 E. 87th St. Cleveland, 0. 


QUICKER SALES 
FASTER TURNOVER 
MORE VOLUME 
BETTER PROFITS 


VLCHEK 
TOOLS 








velopments. His message because 
of its general interest to all of our 
readers will be published in the Feb. 
22 issue of HARDWARE AGE. 

Explaining the purposes and plans 
of “National Hardware Open House” 
to be observed April 25 to May 4, 
1940, Rivers Peterson, managing- 
director National Retail Hardware 
Association, made the closing address 
of the session. He outlined the 
available display kits for dealers to 
use in tieing in with this industry- 
wide promotion event and told of 
the results of this promotion in pre- 
vious years when it was observed as 
“National Hardware Week.” 

In addition to the election of offi- 
cers, passing of resolutions and fin- 
ishing up of other convention busi- 
ness the closing session enjoyed an 
inspirational talk by H. Roe Bartle, 
a leader in Boy Scout and Rotary 
Club activities, and a brief message 


The Western Convention 


(Continued from page 71) 





from Mrs. Lois Thatcher, editor of 
the Western Association’s “Imple- 
ment-Hardware Bulletin.” 

The customary past president’s 
lunch was observed Tuesday noon at 
the Hotel Muehlebach, but in place 
of the well-known monster annual 
banquet, Thursday night’s feature 
was an _ entertainment program, 
dancing and a buffet supper at the 
Auditorium which proved to be a 
most excellent change in view of the 
ever-increasing attendance at this 
convention. 

For the ladies of the convention 
there was a wide variety of social 
features, including: fashion show, 
shopping tours, and afternoon tea to 
get better acquainted, etc. 

The displays were exceptionally 
attractive and varied with hardware 
and allied lines on the main floor 
and implements on the mezzanine. 


Western Convention Resolutions 


Resolutions passed by the 5!st annual convention of the West- 
ern Retail Implement & Hardware Association, at Kansas City, 
Mo., Jan. 18, 1940. Presented by Chairman Fred Ackarman, 


Sedan, Kan. 


Trade-In Manual 


4 bs National Federation Trade-in 
Manual has demonstrated its value 
during the past three years. Its use 
has enabled the dealer to make more 
accurate appraisals of used equipment 
and thereby to make more profitable 
sales. 

The 1940 edition will soon be avail- 
able and we strongly recommend its 
purchase and use by all dealers. We 
also ask the cooperation of the manu- 
facturers and their representatives as 
we know they can help us to secure a 
wider distribution and a more general 
use of this valuable sales guide. 

“Will Fit” Repairs 

Because of the widespread demand, 
by the farmer, for implement repairs 
at less prices than charged by regular 
contract dealers, several concerns are 
making and distributing through job- 
bers, a great number of parts which 
“will fit,” on the leading makes of 
tractors, combines and other heavy ma- 
chinery. 

These of course are the fast moving 
items and are being sold in some cases, 
to the consumer at a price considerably 
below the manufacturers list price on 
similar parts. 





We ask the tractor and implement 
manufacturers for immediate favorable 
consideration of repair prices in order 
that this most profitable part of the 
selling agreement might be saved for 
the contract holder. 


Machinery Identification 


As a means of future service to the 
consumer, it is to the interest of the 
manufacturer and dealer alike, that all 
machinery should be marked for easy 
identification as to maker and year of 
manufacture. We ask the manufacturers 
to use serial numbers or some feasible 
plan to simplify the ordering of re- 
placement parts. 


Recompense for Service Dealer 


We again request the farm equipment 
manufacturers to recognize the justice 
of allowing a larger discount from list 
price, to the dealer who renders all 
proper service to the retail customer, 
than that given when no service is 
rendered. We trust that some legal 
means may be found to correct the 
present unjust set up and make a price 
differential in favor of the service dealer. 


Safeguarding Operations of Machines 


The necessity of safeguarding the 
operators of machines by protecting 
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ETTER2 VALUE 
| 


A complete line of braided cotton cords—each one with a name and reputation 
value which means easy selling each one with a quality value which means cus- 


tomer satisfaction. Write for catalog. 


SAMSON CORDAGE WORKS BOSTON, MASS. 


for Profitable Customers 


HIS important profit factor—the cost of time 

which figures heavily in any buyer’s selection of 
parts and supplies, is served well by TRIPLEX 
Products. Bolts that start quickly, nuts that 
speed home, cap screws that grip firmly and 
stand the gaff of heavy tightening save you 
complaints, set you up well with your custom- 
ers. It will pay you to get acquainted with 

this line. Write today for samples and prices. 


THE TRIPLEX SCREW COMPANY 


5317 Grant Avenue Cleveland, Ohio 


CAP AND SET SCREWS, BOLTS, NUTS AND RIVETS 


* Millions Sold + + + Used in Every Industry * 
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TALK /GCFA/N 


UF KIN 
ALUMINUM RULES 


More durable than wood, 
lighter than steel, they meet 
all the requirements of the 
man who wants a light- 
weight, all-metal folding rule. 
Black markings are most 
prominent, and are sunk into 
the metal for permanence. 
Show them. You'll sell them. 


OF A/N 


SAGINAW, MICHIGAN . New York City 


TAPES - RULES . PRECISION TOOLS 














every year. We commend the manu- 
facturers for the efforts they are putting 
forth in the interest of this safety pro- 
gram. 


Return of Complete Machines 
and Repairs 


In event of the termination of a deal- 
er’s contract by the manufacturer we 
believe it to be only fair that the dealer 
be allowed to return all complete ma- 
chines and repairs and receive full 
credit for same. 


Dealer’s Commission on Direct Sales 


We urge that the manufacturers re- 
serve for the contract dealer a com- 
mission on all sales of new or used 
machines sold by their salesmen or 
representatives in the territory covered 
by the contract holder. 


Company Owned Stores 


We again say that implement, paint 
and other manufacturers operating com- 
pany-owned retail stores are unfairly 
competing with regularly established 
dealers. 


Hardware Open House 


We heartily endorse the principle of 
the National Hardware Open House, 
and suggest that our members actively 
participate in this nation-wide event as 
planned for April 25 to May 4, 1940. 


Unethical Selling Practices 


We regret that it is again necessary 
to remind certain wholesalers and 
manufacturers that our association has 
long since taken a militant stand for 
the principle—“To the Retail Dealer 
Belongs the Retail Trade.” Gratitude 
is expressed to those suppliers who are 


them from moving parts is increasing 


thus furthering the dealer’s welfare. 
Hardware Sales Helps 


We commend the efforts of those 
manufacturers and wholesalers who are 
aiding the dealer and his sales force to 
do a better selling job by providing un- 
usual sales aids and helpful selling in- 
formation concerning their products, 
and those who have simplified, stand- 
ardized, re-designed, or re-packaged 
hardware or kindred lines from the 
dealer’s standpoint and to his benefit. 


Vissouri Fair Trade Law 


As Missouri is one of the only four 
remaining states which do not have 
Fair Trade Laws, and as we feel that 
such a law would tend to stabilize re- 
tail prices, we request enactment of this 
measure for our Missouri dealer mem- 
bers. 

4-H Clubs and Future Farmers 

of America 


We recognize the important accom- 
plishments of the 4H Club and the 
Future Farmers of America movements 
and feel that these and similar agri- 
cultural activities should be supported 
and encouraged by every member of 
our organization. 


Peace—Not War 


We urge every implement and hard- 
ware dealer to make it known in his 
community that retailers are backing 
the efforts of our Government to keep 
us out of war—we hope for a normal 
stable business revival but are unwilling 
to sacrifice the life of a single American 
soldier in order to bring about increased 
revenue from the type of business which 
war produces—We desire Peace, Not 


War. 


Farm Implement Trade Relations 


(Continued from page 70) 


too many dealers in a certain territory 
for the potential business to make a 
legitimate profit. It does not always 
follow that the more dealers the more 
volume over a period of time. 

3. Manufacturers to be more liberal 
with the dealer on defective part re- 
placements and the dealers not to abuse 
that privilege. 

4. Repayment of all expense incurred 
(express, transportation of any kind 
and including phone calls) when goods 
are not shipped as ordered by the 
dealer or when the mistakes are on the 
shipper. 

5. That repair price lists and cata- 
logs be kept up-to-date. 

6. Require managers of company- 
owned stores to ask and get list prices, 
plus freight, and to use trade-in-manual 
to govern the allowance on trade-ins. 

7. The manufacturers not to contract 
with dealers who make a practice of 
price cutting, also not to contract with 
grocery stores, feed stores, and black- 
smith shops at cross roads. 


8. To refrain from selling farmers or 
farmer-dealers or others who have no 
contract or place of business. 

9. The more prompt invoicing for 
repairs and machines, to give the dealer 
a price on repairs in order that he may 
make prompt delivery for cash and not 
delay the customer service. 

10. Consideration of the policy which 
the Farm Security Administration has 
adopted in the matter of purchasing of 
farm machinery for farmers who are 
under this administration. Most of the 
regional directors of the FSA are de- 
manding a discount of not less than 
20 per cent on new equipment with a 
further discount on used machinery as 
follows: 


to pay only 50% of the list price on 
machines one year old. 

to pay only 40% of the list price on 
machines two years old. 

to pay only 30% of the list price on 
machines three years old. 


It has been intimated to us that some 
of the manufacturers are selling new 
machinery to the FSA at a discount 
of 20 per cent. The machinery going 
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HANDIEST HOUSEHOLD AND 
GARDEN GLOVES EVER MADE 


The Nationally Advertised 


coATED 







WATER-PROOF 

DIRT-PROOF 

Colorful Rubber Outside 
Soft Fabric Inside 


A MILLION WOMEN USING THEM 
Brings Profits To Hardware Retailers 


Swaggerettes are different! Women everywhere at 
last have found a comfortable household and garden 
glove that protects their 
hands in hundreds of year 
around indoor and outdoor 
chores. Retailers are profiting 
from the big new market that 
Swaggerettes have opened 
—they feature them with 
gardening tools and 
housecleaning items for 
extra sales. Display them 
now and cash-in on the 
heavy spring demand. 


Here’s Our Special Red Hot 
Deal for Open House Week 


Retailers purchasing Swaggerettes 
can obtain Handy-Man gloves (men’s 
size Swaggerettes) at a reduced cost 
until April 15. A real value for con- 
sumers at a suggested retail price of 
39¢ and excellent profit for you. Na- 
tionally advertised at 50¢. Ask your 
wholesaler for full details. 


Backed Up With 25 MILLION 
NATIONAL Advertisements 


Leading publications will 
carry forceful advertising 
messages advising con- 

* sumers Swaggerettes and 
Handy-Man gloves are 
available at leading hard- 
ware stores. 














Order From Your Wholesaler Teday 


The Swaggerette Deal Handy-Man Special 


Deal includes 12 pair Swag- Only available with the pur- 
gerette gloves—2 pair small. chase of Swaggerettes. Re- 
8 pair medium, 2 pair large duced price of $3.15. Regular 
—3 pair White. 3 pair Black, price $3.60 after April 15. 
6 pair Green. Packaged indi- Each dozen packed in carton 
vidually in cellophane. Beau- —2 pair small, 10 pair stan- 
tiful 3-color counter mer- dard—6 pair Green, 6 pair 
chandiser FREE. Black. 


Your Cost $3.60 
Retail Value $5.88 FREE OPEN HOUSE 
Your Profit $2.28 TIE-IN MATERIAL. 
MANUFACTURING CO. 


EDMON COSHOCTON, OHIO 
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The Customer is 
Always Right- 
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When He 


Greenlee 
PUSH DRILL 





customer can be wrong 
Ss he selects the right tool. 
And the right tool in this par- 
ticular case is the Greenlee 
Automatic Push Drill. 


Just look it over and see for 
yourself. Note the handle 
arrangement, which provides 
a magazine for the eight drill 
points. Also note its splendid 
balance, its high finish, and 
best of all, its construction, 
which insures satisfactory 
operation at all times. 


Two Styles of Handles 


i £ two styles of handles 
psig Both have the 
magazine arrangement for 
holding drill points. In the 
transparent handle they are 
fully visible, while the wood 
handle has a transparent ring 
next to the metal cap, making 
only the tips visible. 


Let Us Tell You More 
About This Tool 


If you are interested in the 
Greenlee Push Drill, let us 
send full information. And 
if you would like to know about 
Greenlee Auger Bits, Expan- 
sive Bits, Chisels, Spiral Screw 
Drivers, Draw Knives, Turning 
Tools, etc., ask for Catalog 
No. 3]. Please mention your 
jobber when writing. 


GREENLEE TOOL CO. 
1715 Columbia Ave., Rockford, Ill. 
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ATME TACK-POINT 


Corrugated Fasteners 











DO THEIR OWN 


- SELLING! - 


You can cash in on the steady demand for Acme 








Tack-Point Fasteners. Homeowners, carpenters, 
cabinet makers—everyone who works with wood 
1s a prospect. The attractive display carton of 
Acme Fasteners on your counter catches their eyes 
and makes your cash register ring with extra sales. 
Acme Tack-Point Corrugated Fasteners can be 
used for repairing furniture, making screens, cab- 
inets and other wooden articles. Fasteners are 
available in two types, parallel and divergent. The 
divergent type tends to draw the two pieces of 
wood closer together. The Tack-Point feature as- 
sures easy driving, and the divergent corrugations 
make for stronger joints. Mail the coupon for a 


free sample box. 


If your jobber can’t supply you 
write us direct. 





la) rr 


~ nN 


PACKAGED IN 3 POPULAR SIZES 


Fifty fasteners of one size to a box—% x 4, 
% x 5, or %& x 5. The display carton contains 12 
boxes. For larger requirements: standard cartons 
of 250, 500 and 1000 fasteners; boxes of 100 
fasteners, 10 boxes to a carton; and in 100 Ib. 
kegs. 


ACME STEEL COMPANY 


General Offices: 2838 Archer Avenue, Chicago, Ill. 
Branches and Sales Offices in Princizal Cities 
MAIL THE COUPON = gx Au 

FOR FREE SAMPLE BOX | yooa lu cut 





Acme Steel Company 
2838 Archer Ave., Chicago, Il 


Send me, without charge, a samp'e box of 
Acme Tack-Point Corrugated Fasteners 


Name 
Address 


City State 














direct to the farmer. If this is the case 
it is only a matter of time until every 
implement dealer will be out of busi- 
ness. 

11. To ask representatives and man- 
ufacturers to discourage so far as pos- 
sible the most unethical practice of en- 
couraging farmers to cancel orders given 
a competitor. Such practice leads the 
farmer to believe that he has the right 
to cancel or back out of any contract 
at any time simply because he is a 
farmer. 

12. Instructions be given all travelers, 
calling on the retail trade with the 
dealer and especially inexperienced 
dealers, to use the dealers’ selling price 
when computing the amount actually 
invested in a used machine, and not 
the dealers’ cost price for such estimate. 
The dealers’ cost price as shown by a 
recent survey is invoice plus freight and 
upwards of 18 per cent. Many failures 
in business could be avoided by this 
calculation only. 


The Master Lock Co. 


13. Manufacturers to be more careful 
in selling dealers goods for stock whe: 
they know that dealer would have t 
have a good year to move it all causing 
carry-over of obsolete stock or the cut 
ting of prices to meet bills on due dat« 

14. We do not believe the so called 
dealer that has his place of business 
on a vacant lot or perhaps has no lot at 
all and has his office in his pocket or 
the back of his car, should have the 
same consideration that a dealer should 
have that has a place of business ade 
quate for displaying his merchandise 
rendering the proper parts service and 
maintaining a service department. The 
manufacturer should make some dis- 
tinction in the way of discounts be- 
tween the curb-stone dealer and the 
legitimate dealer. 

15. Manufacturers to work towards 
the co-operation of their own dealers 
with each other. We urge manufacturers 
to encourage dealers to use the Trade-In 
Mannal as a guide. 


Streamlines Its Plant 


(Continued from page 123) 


tem supplies a constant flow of 
fresh air. The riveting of “Mas- 
ter” laminated padlocks is done 
by hydraulic presses striking a 
blow of more than 300,000 lbs. 
This force expands the rivets along 
their entire length, giving the ef- 
fect of individual riveting on each 
plate. 

Of particular interest to hard- 
ware men is the service depart- 
ment where “custom-built” instal- 
lations of master-keyed and keyed- 
alike locks are assembled, and 
regular locks are furnished with 
special length shackles. It is the 
function of this department to get 
these special orders out within a 
day of their receipt. 

“Master” padlocks are inspected 
at every stage of production, and 
each one is given a final test be- 
fore being put in its carton for 
delivery to the shipping depart- 
ment from where they are shipped 
to distributors all over the world. 
To facilitate shipping, 
sidings are included in the plant 
layout. These connect with Mil- 
waukee’s rail facilities and with 
the fleet of Great Lakes car-ferries 


private 


which carry entire trains across 
Lake Michigan for quick service 
to the East. 

The development of the Master 


Lock Co. to a position of promi- 





nence has come about since 192] 
when its chief assets consisted 
chiefly of an idea for a “different” 
padlock. Harry E. Soref, then an 
expert locksmith and hardware 
clerk—and now an active official 
of the company and a recognized 
authority on lock constructions— 
had occasion to inspect and repair 
thousands of padlocks. For ap- 
proximately four years he engaged 
in continuous experimentation be- 
fore finally offering his innova- 
tion—the now widely known 
“Master” laminated padlock. 

Since then the company has en- 
joyed expansion in order to take 
care of its increased demands, with 
distribution exclusively through 
the independent dealer via the in- 
dependent wholesaler. 


Returning Confidence 


IFE insurance companies in 1939 
put more than three-quarters 
of a billion dollars of policyholders’ 
funds into American _ industry 
through investments in corporation 
bonds and mortgage loans. Even 
more gratifying is the report that 
the gain in their holdings of Govern 
ment bonds last year was only 262 
million dollars, the smallest since 
1932. This indicates a_ returning 
confidence in the future of private 
industry. 


-—Investor America 
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American Industry Must 


Assume Leadership 
(Continued from page 67) 


°30’s —with the goose-stepping de- 
featism of the New Deal. 
didn’t become great by pushing but- 
tons—any more than by vetoing per- 


America 


sonal liberty and submerging indi- 
vidual initiative to a dictatorial 
bureaucracy in Washington. 

This country grew on the old- 
fashioned idea that energy and initi- 
ative paid dividends. We became the 
envy of the world in the short span 
of 150 years by applying the almost 
forgotten formula of “WORK” 
work, unhampered by ideologies and 
isms; work—unfettered by class dis- 
tinctions and 
straints; work 
terms of a contract, but limited only 
by a man’s own capacity and imagin- 


artificial legal re- 


unrestricted by the 


ation. 

The formula worked like a charm 
in America for 150 years. It will 
still work just as well as ever if we 
are smart enough to scrap the ab- 
surdities and apply it again. 


Here Is the Key! 


The key to the problem. in my 
opinion, is a matter of leadership. 
America 


Everything which made 


great is still here — unlimited: re- 


sources—a wealth of the world’s 
most intelligent human material 
the world’s finest managerial talent 
all combined under the best sys- 
tem of government yet devised. We 
can snap out of our stagnation and 
regimentation when we provide the 
sort of leadership which will again 
inspire the conviction that we are 
bigger 
than any administration in Washing- 


bigger than any depression 


ton which fosters the idea that we 


cannot, by ourselves. whip any prob- 


lem. 
“Pump Priming” 
HE -sort of irresponsible and 
wasteful Government spending 


that has been indulgently referred to 
during the last few years as “pump 
failed to 


priming” has prime any 


pumps. It should henceforth be re- 
garded for just what it is, “shot-in- 
the-arm” economics, with the sup- 
posed beneficiaries as the ultimate 
dope victims. 

—Investor America 
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OTHER CAREY 
PROFIT MAKERS 


Roll Roofings 
Asbestos Wall- 
board 


Asbestos Paper 
Asbestos Rope & 
Wick Packing 
Ete. 





~ Doubles Dealer 


attractive profit ... give your customers 
utmost satisfaction. 


Write today for details of interesting 
dealer proposition and prices—address 
Dept. 66. 


THE PHILIP CAREY COMPANY 


LOCKLAND, 






















Dollars.... 


Careyclad is a super, as- 
bestos-fibre ROOF 
COATING that sets new 
standards in durability 
and service — lasts over 
100% longer than ordi- 
nary roof coatings. 


Sell this outstanding product 


... “cash in” on the quality and 
economy ot CAREYCLAD 
COATING. It will pay you an 


Dependable Products Since 1873 


CINCINNATI, OHIO 


| 


























4. Clemson Bros., Inc., 
types—unexcelled in strength, balance, and durability of finish. 
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STAR Dealers Have 
A Better Sales Story 


1. Clemson Bros., Inc., pioneered the first successful hack saw 


blade—the STAR Blade. ~ 


2. Clemson Bros., Inc., introduced the first molybdenum blade 
—the original and genuine STAR "Moly" Blade. 


3. Clemson Bros., Inc., produced the outstanding package— 
the lithographed modern metal box for STAR Hand Blades. 


are now offering STAR Frames—four 


5. STAR Blades cut more metal—dollar for dollar—as proved 
by users in their own shops under actual working conditions. 


HAND* AND POWER=TUNGSTEN AND “MOLY” 
*PACKED IN MODERN METAL BOXES 


CLEMSON BROS., INC., MIDDLETOWN, N.Y. 
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A SIZE FOR EVERY NEED... 
TO 10 GALS... HAND OR ELECTRIC | 





The Legal Viewpoint 


Signing for Himself? 


B. SINESS men active in lodge. 


church and other organization work 
are sometimes called upon to sign 
notes and other papers for the or- 
ganization as trustees or members of 
committees. In the case of a negoti- 
able note signed for an organization, 
for example, the committee member 
may find himself personally liable 
for the amount of the note unless it 
is signed in a certain way and under 
certain conditions. 

As was pointed out in a recent 
Missouri case, the person who signs 
such a note for a lodge or other 
organization must show by his sig- 
nature that he is signing in a repre- 
sentative capacity and not in his 
own behalf. He must also be able 
to show that he had the authority so 
to sign for the lodge or other or- 
ganization. 

One way of indicating this in the 
signature to the note or other docu- 


ment is by signing in some such 
form as this: “First Union Church 
by John Doe as Trustee only.” 

This shows that John Doe was sign- 
ing only in his capacity as trustee 
of the church and not personally. 
He will be entirely safe from per- 
sonal liability on the note thus 
signed if he actually had the author- 
ity to sign it for the church. The 
practice of signing “John Doe, Trus- 
tee,” is unsafe, because some courts 
have construed that in such a sig- 
nature the word “trustee” is merely 
“descriptive” and does not neces- 
sarily show that John Doe was sign- 
ing simply in his capacity as trustee. 

A note or other paper, although 
signed for a lodge or church, is 
almost certain to be enforced against 
the signer personally unless he 
clearly indicates when he signs that 
he is doing it only as the represen- 
tative of the church. 


Ufat it takes to Sel Chur. 
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Overwhelmingly 


America’s Favorite 


T’S no accident that nearly 90% of 

all churns sold in retail stores are 
DAZEY Churns. Generations ago 
the DAZEY name was firmly esta 
lished as signifying the one type of 
churn that produced more butter 
faster and easier than any other kind. 
Constant improvement has kept that 
reputation intact. It has been passed 
on from neighbor to neighbor and 
from generation to generation that 
others may look like Dazeys but 
there’s a lot of difference in churning 
results...in easy cleaning and in dura- 
bility. Today’s 9 to 1 preference for 
DAZEY Churns is the natural result. 
Why make only one sale and one 
profit? Handle the complete DAZEY 
line—make nine sales and nine profits 
instead. Your jobber will be glad to 
give you complete information. 


Sold Only Through 
JOBBERS AND DEALERS 


ONE S32 


Courts May Still Protect 


An employer petitioned the court 
for an injunction against the alleg- 
edly unlawful picketing of his place. 
The union conducting the picketing 
pointed out that a state law prohibi- 
ted courts from issuing injunctions 
against peaceful picketing and un- 
lawful acts incident to picketing, the 
court said: “The effect of the law is to 
prevent courts from enjoining peace- 
ful picketing. It was never intended 
to deprive the courts of jurisdiction 
to enjoin dangerous, illegal acts 
which constitute disorderly conduct 
and breach of the peace. If such was 
the intent and effect of the law it is 
to that extent unconstitutional and 
void as an attempt to abridge the 
jurisdiction of the Court guaranteed 
by the state constitution. 

“Where unlawful picketing has 
been continued, where violence and 
intimidation have been used, and 
where misstatements as to the em 
ployer’s business have been dis- 
tributed, a broad injunction prohibit- 
ing all picketing may be granted.” 

The New York court which made 
this decision stated its conclusions 
were in harmony with recent de- 
cisions of the United States Supreme 
Court. While State and Federal 
courts may therefore lack authority 
to stop peaceful picketing, they still 
have power to protect the commun- 
ity from unlawful acts amounting to 
disorderly conduct and breach of the 
peace, especially where those acts 
are dangerous to citizens. 


Safety for Employees 


| it is the duty of 
the employer to provide a safe place 
for the employee to work, but the 
Supreme Court of Arkansas recently 
pointed out an exception to that 
obligation. 

“Where the employees choose 
their own place to work,” says the 
court, “the rule requiring the mas- 
ter to exercise ordinary care to fur- 
nish a reasonably safe place to work 
does not prevail.” In other words, 
when an employee chooses his own 
working place, he does so at his own 
risk. 

In the same case the court also 
points out that, even where an em- 
ployee works in the place assigned 
to him by his employer, the em- 
ployee assumes the ordinary risks 
and dangers of the job, including 
those hazards which are known to 
him and those which are open and 
readily seen. The emplovee, however, 
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—~TATE 


ir TATE TATE W ee ™ is 
isiel= Business Builders 


Here are two fine displays for Hardware Open 
House. The finest products at a salable price. 
Made by a house established in 1872. They give 
you a good profit in money and attract trade. The 

stands are colorful and attractive and well built. eu 


Send for Circulars showing the TATE line of Pic- 
ture Hangers, Coil Wire, Cup Hooks, Master Keys, 
Drapery Hooks, Mirror Clips, Picture Wire and all 
sizes and prices of Mop Heads. 


E. H. TATE CO., Boston, Mass., U. S. A. 


Sales Offices also in: 
NEW YORK 
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LOS ANGELES 








Carlton 
Hand Decorated 


antiry Ware 
























* Women recognize the 
value of the patented edge 
seal which keeps dust out 
and moisture in, an exclu- 
sive Carlton feature that 
promotes sales. One-piece 
locking handle makes carry- 
ing easy. Beautiful hand 
painted decorations in va- 
riety of colors. Ask your 
jobber. 





The Carrollton Metal Products Co. 


CARROLLTON, OHIO 





DESIGNED by BINKS 
for HARDWARE SALES 





BACKED BY NATIONAL ADVERTISING 


For years the name of BINKS has stood for 
the best in industrial paint spraying equip- 
ment. Now it takes first place in the low 
price field of outfits for the home and 
small shop. Completely new, the inexpensive 
ROCHE Line by BINKS opens a great new 
market to hardware dealers. Prominent ad- 
vertisements in POPULAR MECHANICS, 
POPULAR SCIENCE MONTHLY, and 
other mechanical magazines are creating great 
interest. Write today for the details showing 
how you can cash in on the growing demand 
for these remarkable small painting outfits. 


BINKS MANUFACTURING COMPANY 


3114-40 Carroll Avenue Dept. F240 Ghicago, Illinois 














FREE CATALOG 





MODEL V954 





FEBRUARY 8, 





BICYCLES - VELOCIPEDES - SKATES 


Styled fer beaiily... made to tail 


D. P. HARRIS HDW. & MFG. COMPANY, IN 


SS 








ROLLFAST BUILDING + NEW YORK, N.Y 
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GARDENS LAWN 
OOLS 


AND 


V-Point Weeder 


Now in 


COUNTER DISPLAY CARTON 





Just put this popular seller on display 
. your customers will buy it. Superior 


to any on the market . . . sharper cutting 
edge penetrates more easily . long 
shank, polished blade better-looking 


MOST COMPLETE LINE 


of Home Gardening Equipment 


Hand Cultivators 
Rotary Garden Mulchers 
Out-U-Kum Weed Puller 
V-Point Weeders 
Dandelion Puller 


C.S. NORCROSS & SONS 


Bushnell, Illinois 
**Quality Garden Tools Since 1891'' 
Ask Your 
INDEPENDENT JOBBER 







Quality Gardez Tools 
Since 1891 








is not required to make any inspec- 
tion of his place of employment to 
determine its safety. 

Where the employer assigns an 
employee to a working place where 
there are hidden dangers, it is the 
employer’s duty to warn the em- 
ployee of those dangers. 

Weak floors and unsafe stairways 
are common examples of the sort 
of thing which might cause an em- 
ployee to be injured while at work. 


Property in 
Wife's Name 


a creditors find that 
although they cannot collect from a 
debtor, the debtor’s wife owns in her 
own name property which she re- 
ceived from her husband. Appar- 
ently, if the husband was solvent 
at the time he turned the property 
over to her, there is not much that 


the creditors can do about it. Such 
at least is the inference from a re- 
cent Federal court decision. 

There a man who went into bank- 
ruptcy had deeded a piece of real 
estate to his wife about nine months 
before the bankruptcy. The creditors 
contended that this property should 
be sold for the benefit of the bank- 
rupt’s creditors. 

“There is nothing to indicate any 
defect in her title to the land,” said 
the Federal court. “The proof shows 
that she paid for it with her own 
money, but whether that be true 
or not, even if her husband paid 
for and gave it to her, there is nothing 
in the evidence to indicate that the 
transaction was fraudulent or that 
at the time of the conveyance the 
husband was insolvent or that the 
action was with the intention to 
defeat or defraud creditors. A sol- 
vent husband may give his wife 
property and her title may not be 
defeated by subsequent insolvency 


of her husband.” 


Shopping Ballot Ad Gets ’Em! 


HE firm of Lacy & Clancy Ce., 
hardware dealers at East ‘Troy, 
Wisconsin, recently published a fine 
shopping ballot ad in a local newspaper 
and got very excellent results on it. 
The ad was divided in various sec- 
tions, with one column of items for 
“mother,” one for “father,” one for 


“daughter” and one for “son.” There 


were 18 suggestions for each member of 
the family. 

Copy at the top of the ad said, “Shop- 
ping Ballot for all the Family. Before 
entering Lacy & Clancy Co.’s hardware 
store, make a cross in the square and 
buy straight, otherwise you can mark 
opposite the article wanted.” 





-Shopping Ballot For All The Family - 


Before entering Lacy & Clancy Co.’s Hardware Store, 
make a cross in the square and buy straight, otherwise 
you can mark opposite the article wanted. 





[_] Mother [_] Father 


..Electric Irons . [Razors 
....lroning Boards oo Atalie 
....Pressure Cookers} .... Forks 
.. Scissors ... Shovel 
... Shears .... Lantern 
.... Silver Ware ....Pinchers 

..Cake Covers .... Hammer 
.... Ladder Stools ... Saws 
....Bread Boxes .... Thermos Jugs 
....Oil Stove ....Wedges 
....Dish Pans ....Wire Cutters 
...Cake Pans .... Trimmers 
....Electric Pads ....Nail Set 
....Mixers .... Saw Set 
..Tea Kettles . Files 





[_] Daughter |[_] Son 


...- Toasters . Skates 
... Shears ... Sleds 
....Manicure Sets .... Knives 
...Roller Skates i 
....Wash Machines ... .Skiis 
.. Casseroles ....Roller Skates 
....Pyrex Ware ... Shot Guns 
... Silver Ware Rifles 
....Shoe Skates .... Air Guns 

.. Thermos Bottles 


...Percolators ...22 Shorts 

..:.Aluminum Ware 

.... Bicycle 

....Sleds 

...-Tea Set 
..Dresser Lamps 





..Electric Trains 


...Cleaning Rods 


.Enamelware 


..Electric Roasters 











LACY and CLANCY Co. 
EAST TROY, WISCONSIN 











Here’s the shopping ballot—it gets results. 
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The SURE-FLUX Acid and Rosin Core Solder Line FOR GREATER PROFIT 
 re- 
NO! We are not the oldest manufacturers in the business, but we have the most up-to-date line. o 
SURE-FLUX Acid and Rosin Core Solder is manufactured of 40% Virgin tin and 60% Virgin lead, . : 

ank- according to A.S T.M. Class A Specifications. ASK YOUR JOBBER TO SUPPLY YOU. 
real “When Better Core Solder is made, we will make it.” 
nths NEW YORK SOLDER CO., INC., 
tors 15 Crosby Street, 
yuld New York, N. Y. 
nk- 
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e’re right behind National 
Hardware Open House. 
And why not? Eagle's new 
merchandising plan means 
open house for dealers every 
week of the year. 











No. 4660 in two new 
finishes that give this 
lock added sales ap- 
peal. An attractive 
display furnished with 
orders of one dozen 












No. 4660 padlocks. 














r of Eagle Racer Parts bring No. 4860, BY Roxalin 

r ack, ivel Finish 

boys and parents into your a aan ry ae 

1Op- store the year around. They Recontrol Roxalin— 
‘ore Shrivel Finish 

| = dash in — you cash in. = Prices per dozen — $4 

“e > = 4 your jobber can- 
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TACIT 
EAGLE LOCK co. 


| General Offices 


TERRYVILLE, CONN. 





THE RAYB EST os DiIVI SION NIGHT LATCHES * TRUNK LOCKS + FRONT DOOR SETS + STORE DOOR SETS 


OF RAYBESTOS-MANHATTAN, INC. BRIDGEPORT, CONN. PADLOCKS + CABINET LOCKS » WOOD SCREWS + STOVE BOLTS « MACHINE SCREWS 
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TURNER, DAY & WOOLWORTH PROVEN VALUES 


For over 80 years world’s acknowledged 

leader in producing handles that are: 

Uniform in grade «+ Perfect in pattern + Accurately sized 
plus financial responsibility and five fully equipped factories to assure 
unfailing service. Insure your handle sales and profits 
by giving your customers known value — in 
grade and quality. 
















Trade-Marked and 
Grade-Marked For 
Your Protection 












TURNER, DAY & WOOLWORTH 
HANDLE CO., INC. LOUISVILLE, KY. 
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Rad Devily 
GLASS CUTTERS 


New standard handles 


















on all models. Heavily 


plated and polished. 


Perfect finger rest. 


er et ee oe 
made uniform alloy 


steel wheels. 


Oversize hard bronze 
axle, smooth opera- 
tion. Pregreased. 
Rustproof. 


LANDON P. SMITH, INC 
IRVINGTON, N. J 














No. 12 
SELLS ITSELF 


Carries its own scenery, puts on its own 

performance and drags the money in 

at the box office. Just a way of saying 
(1) Packed for Counter Display 


(2) Demonstrates Performance without 
a Sales Talk 


(3) Pays a Good-Profit 
Put the No. 12 Porter Clipper on your 
counter and let Mr. Home Owner do 
the rest — it’s a tool he can’t resist. 
Cuts heavy wire, rods, and bolts — 
starting in where the ordinary one- 
hand nipper leaves off. Compact, but 
large enough for average household use. 








7.\ 
CUTTERS 


S*/_ Real Porter Clipper 
retailing at $3.00 


Eye-catching display box 
in bright colors. 


Send for catalog 
H. K. PORTER, INC. 
17 ASHLAND ST., Everett, Mass. 







| 
| 





Co., Fitchburg, Mass., uses a display 
for storm doors which not only sug- 
gests additional sales and demon- 
strates suitable hardware, but also 
gives the firm a competitive advan- 
tage. All of the storm doors shown 
in the display are stained an attrac- 





Five doors of different types 
can be shown in this display, 
each equipped with its hardware. 
It occupies a very small space. 


tive color. Usually doors of this 
type are unfinished and after han- 
dling are soon covered with unsightly 
finger marks’ which! besides detract- 
ing from the value of the merchan- 
dise, serves to retard sales. It is 
always necessary to explain that the 
door the customer receives will be 
clean. 


Competitive Advantage 


By staining the door on display 
this company also secures a com- 
petitive advantage, for the stained 
door has the appearnce of being a 
much better value and worth more 
money than the unstained variety. 
Prices, however, are for the unfin- 
ished door and customers are in- 
formed that they can very easily 
stain a door any finish they require. 
Customers accordingly purchasing 
an unfinished door need _ stain, 
brushes and other accessories to 
complete the job. 


Storm Door Display 
Suggests Sales 
‘Ene Central Hardware 


Each of the doors on display is 
completely equipped with lock set, 
butts and other necessary hardware. 
The customers can see different fin- 
ishes and types of hardware on ac- 
tural doors, and can determine in a 
very short time the advantages of 
each, how to operate, and the par- 
ticular equipment best suited for 
their needs. 

Wm. Glenny, manager, says, “Very 
few doors are sold without some 
additional sale of paint or hardware. 
Customers are better satisfied if they 
get a complete job at one time. By 
showing these related items in this 
manner, the items suggest them- 
selves to the purchaser and help the 
salesman to do a better selling and 
follow-up job. The actual sale of 
the door is speeded up.” 

Small show cards showing prices 
of different sizes are attached to 
each sample door. The display de- 
vice can also be used on screen doors 
in season and the same selling ideas 
applied to the merchandise. 


The entire display occupies a very 
small space along the sidewall at 





Doors swing out to permit indi- 
vidual examination. They are 
stained attractively and every 
door has a price card attached. 


the rear of the store. Brightly col- 
ored linoleum is used on the floor. 
Storm windows complete with hang- 
ers are also shown near the doors. 
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He Get The Plas Profits 
Serve your gun customers the original, best and 
of most widely advertised gun protection in the 
sar- market. Hand them 

8 HOPPE’S 

ery 


od GUN CLEANING PRODUCTS 














THE QUALITY FENCE CONTROLLER 


Establish your store as electric fencing headquar- 
ters with the Electro-Line Merchandising Plan. 
The new, smart Electro-Line Merchandiser with 
only three controllers permits attractive display 
as well as practical demonstration and enables 
any dealer to give complete service with a min- 
imum investment. Electro-Line and Eclipse con- 
trollers are designed and constructed to meet 
the needs of modern farm fencing. Features 
include built-in lightning arrester, radio inter- 
ference eliminator, electric starter, and power- 
glo lamp with fresnal lens. HEAVIER, MORE 
DURABLE CONSTRUCTION, LARGER, 
MORE POWERFUL CHARGER MECH- 
ANISM. Approved by Wisconsin Industrial 
Commission and legal for use in all states. 




















This combination display and stock rack is 
free with either of two Electro-Line deals. Ask 
your jobber sal. for complete details. 





































“0 Don’t waste time on “just as goods” when the 
By real thing sells easier and faster. Hoppe’s | 
his No. 9; Hoppe’s Patches; Hoppe’s Lubricating 
i. Oil; Hoppe’s Gun Grease and Hoppe’s Gun 
ho Cleaning Packs have the DEMAND and 
nd REPUTATION. They assure satisfaction. | 
of WRITE TODAY FOR | 
THE HOPPE PLUS SALES PLAN 
os FRANK A. HOPPE, INC. | 
le. 2314 A North 8th St. Philadelphia, Pa. |} | — ELECTRO-LINE FENCE COMPANY 
rs 120 North Broadway + MILWAUKEE, WIS. 
as _ | 
ry 


” Just One Insertion 
Sold This Hardware Store 


A well established hardware dealer wanted to sell 
his business. He ordered a fifty-word advertise- 
ment inserted in four issues of the classified 
section, under 


Business Opportunities 
In Hardware Age 


After one insertion he wrote us: 


"The ad appearing in your Hardware 
Age brought so many results, that the 
store is sold, and it is not neces- 
sary to issue any more. The inquiries 
came in, in more than a sufficient 
amount for me to decide my moves." 





Just another example of how the classified sec- 
tion of HARDWARE AGE brings quick, tangible 


results to advertisers. 


HARDWARE AGE 


Classified Opportunities Dept. 
239 West 39th St.. New York City 
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Cooperating National Hardware — House denctetn 25 to May 4, 1940 




















STEINER ELECTRIC 


Makes cutting lawns a pleasure. Snap the 
switch—it’s ready for use. $69.50. 


Big Profits and Discounts to Dealers. 


Specifications 
MOWER—all steel, noiseless operation. Pre- 
cision ball bearings and precision built. 


REEL—5 b’ades—4 spiders. Adjustable cut- 
ting height from 3%” up. Full 
18” cut. WHEELS—solid rub- 
ber, non-skid, 10” diam. 
DRIVE—positive chain, oper- 
ates reel and wheels. MOTOR 
—genuine Emerson heavy duty 
% H.P. Net weg’t. 90 lb. Ship- 
ping wg’t. 130 lbs. 





Electric 


STEINER POWER GASOLINE — 


New Streamlined 1940 Wheel Type. 18” 
cut: $75.00; 20” cut: $85.00. 


Specifications 
ENGINE: Briggs & Stratton % H.P. safety rope 













starter, hand throttle. CUTTING WIDTH No. C-018 18” 
—18”. No. C-020—20”. CUTTING CAPACITY 1 42, 

acres per day. CUTTING RANGE: %” to 11%”. $75.00 
DRIVE—all chain driven. BEARINGS: 

Roller bearing in wheels—ball bearings 20” 
in reel and bracket supports. GAS CON- 

SUMPTION: % gal. per 8 hours. $85.00 
GRADES: up to 25%. FINISH—light . 


green with black solid rubber tires 
101%”. We’t. 18”—150 lbs.; 20”—170 
Ibs. Mfg’d and guaranteed by— 


STEINER PRODUCTS CORP. 
2554 N. Grand Bivd. 
St. Louis, Mo. 








Gasoline 
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BELT LACING 








A stronger lacing for all types of 
belts. Put on with a hammer— 
easily penetrates the toughest belt. 
Clinches smoothly into belt, com- 
presses ends, prevents fraying, makes 
& permanent ‘‘humpless’’ joint. 
2-plece hinged rocker pins provided. 
8 sizes. In boxes, handy packages. 
eartons and long lengths. Recom- 
mended for conveyor belts and heavy 
drives—especially drives operating 
under outdoor conditions 


wiRecRip 


BELT HOOKS 


Preferred be- 
cause they are 
handled safely, 
and quickly. 
Patented blue 
aligning card 
holds hooks, even shortest ends in 
perfect alignment—every book is 
used, no card waste. Fit Wiregrip 
or any other standard lseers 
Available in 6 sizes. 


=— 


A necessity at harvest time. Keep 
binders running — repair binder 
slats easily and quickly right on 
the field. Get your share of this 
profitable market. 












































Write today for Catalog and Circulars 
ARMSTRONG - BRAY 
& CO. 


“The Belt Lacing 
People” 






304 Loomis Ave., 
CHICAGO, U.S.A. 








PJSLIPKNOKE 
Mi f FRICTION * 











SLIPKNOT 
- FRICTION - 


TAPE 


Highest in Quality, 
Competitive in Price— 
Attractively Packaged— 





Sold only through 
reputable wholesalers. 


PLYMOUTH RUBBER COMPANY, Ine. 
CANTON, MASS. 
h 4 
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National Hardware Open House 


(Continued from page 64) 


Each coil contains 300 ft. of strap 
and is equipped with an individual 
coil holder. Bosses on the strap pro- 
tect nail heads and embossed strap 
is furnished with or without nail 





Embossed box strapping coil 


holes. Cases contain 20 coils except 
the % in. and 1 in. widths which are 
packed 10 coils to a case. 

Acme corrugated fasteners. dis- 
played in an attractive green and 
white counter carton, contains the 
following sizes: 34 in. (width) by 4 


Edmont Mtg. Co., 
Coshocton, Ohio 





A free display, new packaging 


Announces a reduced price on 
“Handy-Man” gloves when _pur- 
chased with “Swaggerettes.” The 
lowered retailer’s cost makes pos- 
sible a special retail price of 39 to 
43 cents for the “Handy-Man” 
gloves, the regular price being 49 
cents. National advertising appear- 
ing in consumer magazines will call 
attention to availability of both these 
gloves at hardware stores. A new, 





a 
\ 


“Acme” corrugated fasteners 


(number of corrugations), 4% by 5, 
and 5% by 5. They retail for 10 
cents. Counter cartons hold 12 
boxes, each of which contains 50 
fasteners of a size. 


attractive three-color counter display 
carton for “Swaggerettes” and new, 
eye-appealing Cellophane packages 
plus window stickers are free. 


The Charles Parker Co., 
Meriden, Conn. 


Announces an attractive display 
stand for its “Utility” vises. The 
stand is furnished free, the dealer 
paying only for the three vises 
mounted on it. Made of cast iron, 
the stand requires only 14 in. of 
counter space. It is finished in alu- 
minum and blue and displays the 
three popular numbers of the line, 
3% in. low-priced vise, and a 34% 
and 4 in. deluxe vise. The color 
scheme is designed to attract atten- 


tion. 





“Utility” Vises for Open House 
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Smart cl 
curved, st. 
dial with 
numerals. 
tal. Choi 
strap or 
tail price, 














Of course! Thirty-six million kiddies require a year 
‘round supply of playthings. Why not sell the portion 
of this great field in your area? 


The quality line of beautiful BARR sponge and gas 
inflated balls forms a colorful and practical basis for 
any toy department. A remarkable group of rubber 
dog playthings is also available. 


We are anxious to fully acquaint you with the prime 
qualities and values of these outstanding toys. Write 
Dept. V-2 for detailed information. 


ASK 
YOUR 
JOBBER 


Smart chrome case with 
curved, stainless back. Metal 
dial with fully visible, black 
numerals. Unbreakable crys- 
tal. Choice of black leather 
strap or link bracelet Re- 
tail price, $2.95. 


IDEAL ALARM 


Ivory-colored metal case_ and 
dial, polished brass bezel. Legi- 
ble, rown numerals, polished 
brass hands, unbreakable crys- 
tal. 30-hour movement. Full- 
toned alarm bell with top shut- 
off. Size: 5%” wide, 4%” high. 
Retail price, $1.95. 


MODEL “A" POCKET WATCH 


Thin-model, dust-proof, nickel 
case. Modernistic dial with sunk 
second dial. Unbreakable crys- 
tal. Dependable movement. Ex- 
ceptional value at $1.25. 


All of above have temperature- 
compensated movements. 


THE NEW HAVEN CLOCK CO., NEW HAVEN, CONN. 


NEW HAVEN Jimepieces 
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Always sold complete! 
Brews superb coffee and tea. 
Untouched by metal. 


CORY 1938 Sales 
CORY 1939 Sales! 
—TWO REASONS FOR CORY GROWTH 


A hardware jobber, late in 1939 exclaimed to a CORY repre- 
sentative: Where do all the CORYs go? Our 1939 purchases 
more than doubled 1938. Yet we’re cleaned out! How do you 
do it? Answer: by supplying and advertising a Glass Coffee 
Brewer completely equipped. Brews superb coffee, UN- 
TOUCHED BY METAL. 


Every CORY Coffee Brewer an 
Outstanding Value 


CORY Coffee Brewers have glamorous 
eye appeal. Beautifully streamlined. The 
glass is platinum decorated. You give 
BIG VALUE without cutting your prices 
or profits, because every CORY is sold 
complete with de luxe fittings. Among 
them: Hinged Decanter Cover; Patented 
Funnel Holder; accurate measuring cup; 
2 speedy filters (‘‘Fast-Flo’ and CORY 
Glass Rod). Every CORY Electric Unit 
is 2-heat. Three sizes of CORY'’s fill all 
needs. 3ig turnover from small stock. 
WRITE today for latest catalog. 


COFFEE BREWER CORP. 
325 No. Wells St. Chicago, Ill. 


Ask About Special Assortments and Advertising 
for National Hardware Open House 
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ROBERTONZ ELECTRIC 


LAWN MOWER Pulls Itself 





é ROBERTON MANUFACTURING CO., 

Dept. HA, Michigan City, Indiana. 
t Show me how the Roberton Plan can make extra sales all spring and summer. 
§ Name .......... 


Address 


City 
se OO PY AEE SE Oe eh ORE eS 
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ANNOUNCING The New 
TAMMS Paint Mixer and Agitator 


$47 -50 
Less motor 
AC, % HP, $7.95 





St ee ge 
: ' | 


eens 


Here’s a sure-fire method to increase your paint 
sales . turn old paint stock into ‘‘liquid assets’ 
Place the TAMMS Paint Mixer and Agitator in a 
conspicuous place and mix every can of paint before 
it leaves your store It wins repeat business and 
— customers for you Send for literature 
today 


MECHANICAL FEATURES 


@ Rapid adjustment to @ Solid bronze crank 
con size. shaft, assures un- 
limited service. 


@ Can does not have @ One year guarantee 
be copened— against defects in 
Pee any kind of materials & work- 





manship. 
| LINDEX KALSO-LITE 
Casein Paint TAMSO-LITE 
The quick-modern Cold and hot water 
way to better kalsomine Won't 
paint jobs. No ob rub off, crack or 
Jectionable odors peel. Write for de- 
fast drying! tails—prices! 

















TAMMS SILICA CO. 


228 N. LaSalle St., Chicago, Ill. 











The Elephants are 
Goin’ to Town 














IRON GLUE SALES are jumping fast 
since the introduction of the new, brilliant 
red, yellow and black “elephant” cans. 
They have what it takes to make shoppers 
stop, look and buy. And they’re advertised 
regularly to your customers in Life, Satur- 
day Evening Post and other national 
magazines. Sizes from 14-pint to 1-gallon, 
priced right. Ask your jobber, or write, 
giving your jobber’s name, for full details. 
THE McCORMICK SALES CO, 

420 Light St., Baltimore, Md. 

In Canada address: 


McCormick & Co. (Canada) Ltd. 
Toronto, Ontario 







‘ . a 
AN ELEPHANT FOR STRENGTH 









Ruby Chemical’s Open House kit 


The Ruby Chemical Co., 
Columbus, Ohio 

Has prepared a special kit con- 
taining one dozen each, 20-cent size 
“Rubyfluid” liquid soldering flux; 
15-cent size soldering paste, and 15- 
cent size acid core solder. Each is 
packed in an attractive counter dis- 
play carton and then the three 


packed into one shipping container 
and sold as a unit. This will also 
contain literature and cards identi- 
fying it as National Hardware Open 
House merchandise. A special re- 
duced price on the merchandise con- 
tained in this unit has also been 
announced. The kit is _ offered, 
through wholesalers, to dealers at 
$3.85 and has a retail value of $6.00. 








Examine Cancelled Checks! 


By ALBERT W. GRAY 


Wren a depositor’s 


pass book is returned written up 
by the bank, along with the can- 
celled checks, scarcely one man in a 
hundred is not tempted to delay 
checking the figures of the bank. 
Other work demands time. The 
bank book and cancelled checks are 
dropped into a desk’ drawer. They 
can wait; can be looked over after 
hours or some day when business is 
slack. The bank is honest. 

But not even the bank knows as 
does the man who drops those can- 
celled checks into a drawer to wait 
till some other time, the withdrawals 
he has made from his account. A 
check may have been presented to 
the bank signed with his name; one 
of hundreds during the business day. 
The signature on the check looked 
right. There was nothing unusual in 
the check. It was paid and charged 
to the depositor’s account. 

In a glance the depositor would 
know that the check is not his. The 
bank has only the signature card in 
its files for a guide. The depositor 
knows every transaction involving 
those checks he has carelessly 
thrown into his desk. Still that man 


expects no check charged to his 
account except those he has signed. 

If a forged check comes to the 
bank for payment and the bank 
pays the check, the loss is the 
bank’s. However, the bank is en- 
titled to prompt notice of its mistake 
in making payment. With a timely 
notice there is a possibility of re- 
covering the money lest through the 
crime. The bank must bear the loss 
but it should not be derived of the 
opportunity of reducing that loss. 
Neither should it be penalized for a 
depositor’s neglect in inspecting his 
returned vouchers. 

No depositor is required, except 
in a few states, to verify the endorse- 
ments on cancelled checks. He is 
not familiar with these. But he does 
know his own signature and he is 
familiar with the transactions in 
which he made the checks. If he al- 
lows a mistake to go undisclosed 
through his neglect until every op- 
portunity of avoiding the conse- 
quences is lost to the bank, the 
depositor can make no claim against 
the bank for money charged his 
account in the payment of a forged 
check and he, alone, must bear the 


loss. 
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Gold in such 
hands for YOU 


Your 


women customers 


want these 


nationally advertised 7 ,) 
cbenctteos 


new type all-iquid-proof gloves 





Guaranteed 6 months 





Against damage from 


dry cleaners, o 
liquids.We 
handle 
guarantee— 
no bother 
for you. 






other 





~ Themettes 
M0 °F fa et 





















Stores all over the country have diy 
covered new sales and profits in 
household gloves through Ebonettes 
—amazing new gloves of Du Pont 
Neoprene. That guarantee means the 
longer wear, better fit and economy 
women want, promised them in 













Ebonettes advertising in Good House- 
keeping, Ladies’ Home Journal, True 
Story, and other national magazines. 

Only sizes 7 to 9 to stock, in one 

popular color, black. They keep their 
ivan fit, are easy on and off. No 
wonder stores report rapid turnover 
above the 50c Fair Trade price. Ask 
your Wholesaler today. 








Sell on sight from this 
display only 6%°x8%" on 
your counter 


THE PIONEER RUBBER CO 








FOR THE HARDWARE TRADE 





EXTRA SMALL SOLDERING IRON 
—<—_a=— 


The smallest iron ever designed for tight corners and 
delicate instruments. Only 9 inches overall—weighs 
only 8 ounces. Has 60-watt element—',” tip. 


No. 400.........LIST PRICE $4.00 


EXTRA HOT SOLDERING IRON 


=e 


This 125-watt iron with %” tip is ideal for fast 
soldering work. Fully nickel plated, it has baffle 
plates to keep the handle cool. 


No. 325 Special. .LIST PRICE $4.50 


Both irons come with ‘‘Magic 
Cup” soldering stand — a 
twist of the tip in the 
“Magic Cup” and all oxide 
disappears. Get complete in- 
formation from your jobber 
or our representatives. 
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DRAKE ELECTRIC WORKS, 


3656 LINCOLN AVE. CHICAGO, 
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ONE-HAND MOWING 
is Easy to Sell 


and only LAWN-BOY, 
product of the world-famed 
builder of Evinrude outboard 
motors, offers this great fea- 
ture of “one-hand” control! 
A sensational mower to demon- 
strate. Priced for volume selling—designed 
for the needs of the average size lawn. 
Backed by 8 years of successful performance 
and popularity. 
Cuts 18” swaths, outworks 3 to 5 hand 
mowers. Mows a good sized lawn fer 5¢ 
fuel cost. Quiet, easy-starting 4-cycle 
motor with handy lever-operated ratehet 
starter. Speed adjustable to anybody's pace; 
adjustable cutting heights. Rubber tires. 

Write for dealer proposition today. 


EVINRUDE MOTORS 


W. Hope Ave., Milwaukee, 























1791 Wis. 














Evinrude LAWN- 
BOY is built in two 
models to fit the 
most crowded or 
wide-open mowin 

condition. Mode 

“D” retails for 
$110; Model “sg” 
illustrated - $79.50 
















Now Ready— 


BIG FLAMEMASTER 


@ ASBESTOS WICK I DEALS 


FLAMEMASTER UNIVERSAL DEALS 





This is the famous “rock weave” type wick, F arionary 

now sold internationally. Yields an average 

profit of 300%. Quen Nous 
—FOUR 100-ft. ROLLS—%” —|” APRIL 25-MAY4 

@ DEAL No. 1—FOUR 100-1 

@ DEAL No. 27750000 ft 1367 ETI. 


ALL-METAL ROLL wee DISPENSER FREE with elther Deal. Stove 
Data printed on front. EXTRA FREE OFFER, limited time onty—S packages 
Flamemaster *“NEV-A-TRIM, fist price, 45¢. Total list value $ 75 
merchandise, $32.45. Net priee, either Deal, F.0.B7 J0b- 8.5 
her's Warehouse .......ccccccccceeccecseescersecessscceees 
Replacement value of Dispenser alone worth price of 
entire Deal. Waluable FREE Dealer Aids included in FREE 
both Deals. 


. —New De Luxe Flame- 
@ DEAL No. 3 master, 50-ft. Rolls. The 
FOR LIMITED Two-Ply RANGE wick 
TIME OWLY. that doesn’t clog. 
With every purchase of 200 ft. 
One 50-ft. Roll, %” size FREE. 
With every purchase of 400 ft. 
Two 50-ft. Rolls, 7%” size FREE. 
*NEV -A- TRIM (ASBESTOS | 
RING)—Cotten Wick Flame In- 
sulated—Revolutionary! Ends the 
wick trimming nuisance. Slips 
over wick. A new innovation. 
Builds good will. Stimulates Cot- 
ton Wick Sales. Get into this 
picture! 


Write us if your jobber 
can't supply you 
TRIPLEWEAR, PATERSON, N. J. 


All Triplewear Products are Sold 
through Hardware Jobbers 











Exclusively 




































Add this PUPPYBUNK Deluxe Dog Bed to your 
line of other dog accessories. Genuine spring sus- 
pension-cedar or overstuffed cushion-removable 
sidewalls-chromium frame. Easily and completely 
cleaned. Nationally advertised in House & Garden, 
Vogue, Better Homes & Gardens, Dog World, etc. 


| Fase selling-highly profitable. 


WRITE FOR FREE CATALOG 


The  Satoow B. Hendryx Company 
86 Audubon St., New Haven, Conn. 











e 


< 


Be | 






_ ALLIGATOR TIME! 


@ Year in and year out hardware and 
* implement dealers have made money 
out of Alligator Steel Belt Lacing—made 
money because Alligator is used every- 
where that belts are used—made money 
because a small stock of Alligator will 
show a remarkably good turnover. Don’t 
let this profitable business get away, 
because you can’t deliver when the 
emergency calls come in. 


' Check your stock of Alligator today and 


order from your jobber. 


FLEXIBLE STEEL LACING CO. 
4616 Lexington St., Chicago 


For 30 years millions of belts on farms 
and in shops all over the world have been 

O laced with Alligator steel 
belt lacing. ere have 
been many imitations but 
Alligator always comes 
out on top because it 
“never lets go.’ Stocked 
by bers and sold 


Write for handy SIZE CHART. 


ALLIGATOR 


TRADE MAAK 


STEEL BELT | LACING 


154 





Ace Dealers Study 
Plans for 1940 





E. G. Lindquist, left, secretary, and Richard Hesse, right, 
president and chairman of board, Ace Hardware Corp. 


ili 


plans for 1940, new goods, and eff- 
cient operating methods were the 
chief subjects considered during the 
second annual convention and ex- 
hibit of Ace Hardware Corp., 1319 
S. Michigan Ave., Chicago, Il., Jan. 
22-24, at the company warehouse. 
More than 200 merchandise exhibits 
were shown and business sessions 
were held each morning for dealer- 
members. Over 115 Ace members 
registered for the meeting and more 
than 650 members and guests attend- 
ed the banquet the final evening. 

All speakers were members of the 
Ace staff since the entire program 
pertained to plans developed by the 
company to assist dealers in doing a 
better merchandising job and _find- 
ing practical short/cuts to more effi- 
cient operations. 

Turnover, advertising, and the new 
Ace catalog were subjects discussed 
at the opening session. Richard 
Hesse, president, pointed out three 
classes of merchandise, involving dif- 
ferent problems in turnover. Basic 
items such as butts, glass, nails. pipe 
fittings, etc.. can be carried in am- 
ple quantities without disadvantage 
since turnover is not as important 
as having an adequate stock. He 
stated that more stores had failed 
through inability to get merchandise 
and retain customer trade, than for 
any other reason. 

Turnover is more important in the 
second classification—seasonal mer- 
chandise such as lawn mowers, gar- 
den hose, etc. Adequate stock should 
be carried but the merchant should 
strive to have inventory cut to the 


minimum at the end of the season 
rather than carry over any stock. 
With novelty, impulse, and special 
sale merchandise, comprising the 
third classification, turnover is very 
important. 

Mr. Hesse announced that the ad- 
vertising program for Ace dealers in 
1940 would consist of a circular or 
hand bill for each month, and a 32- 
page catalog for the spring and fall. 
The new Ace catalog was also pre- 
sented to the group. 

New lines of merchandise were 
presented during the Tuesday meet- 
ing. Each buyer discussed the mer- 
its of the new lines and explained 
promotion plans to assist Ace deal- 
ers, 

Store arrangement, 
problems, and arrangement of mer- 
chandise in the store were considered 
at the closing meeting. Table dis- 
play equipment of all types was 
shown and demonstrated. 

A chart was shown indicating that 
practically every Ace store did more 
business in 1939 than in 1938, and 
that the growth of the Ace Hard- 
ware Corp. has been at the rate of 
20 per cent or more over the pre- 
vious year for the past 10 years, not- 
withstanding depression in general 
activities. 

E. G. Lindquist, secretary of the 
company, in his talk to dealers, 
Wednesday morning Jan. 24, an- 
nounced that steps had been taken 
that will insure the perpetuity of 
the Ace Hardware Corp. and its 
services for the benefit of Ace stores 
regardless of change of personnel 
among officers or directors. 


personnel 
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DAMPERS, 
POKERS, LIFTERS... 


You will find the high quality spindles 
used on Arcade Dampers always ground 










to a sharp point, making the installation 






easy. The cast iron blades are smooth in 
finish . . . accurate in size . . . and note the 
newly designed blade .. . 







most attractive 






in appearance. 







Also a complete line of Lid Lifters and 
Pokers in all sizes and styles. Cool coil 
grips .. . fine nickel finish. 









Write for literature on Arcade Stove Hard- 
ware. Order from your jobber. 








ARCADE MFG. CO. | 
1201 Shawnee St. 


AKCADE Bae 


HARDWARE 2 TOOLS (eel 

















~=(CHICAGO)~ 
SPRING HINGES 


Compare the Value 


of 
‘Premier’ Spring Pivot-Hinges 





























It is the value received by your customer, 
in return for his money, that builds good- | 
will for your business. 


By comparison “Premier” Spring Pivot- 
Hinges represent a value which architect 
and contractor are quick to recognize. 


Chicago Spring Hinge Company, 


CHICAGO NEW YORK 
U.S.A 
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GRADEA- MILKER 
EASIEST 


TO CLEAN! 






























WO amazing new inventions 

permit greatest milker ad- 

vance in 30 years! Over 40 
bacteria breeding parts elimi- 
nated . . . no locks, clamps, 
bolts, nuts or screws interfere 
with use or make cleaning dif- 
ficult. Brand new transparent 
milk chamber in ONE-piece 
and unbreakable. New all-rub- 
ber “lip action" valve only 
ONE-piece...amarvel of simplicity—can't 
corrode, clog or foul and is cleaned in a 
flash. GradeA approved by most rigid 
inspectors EVERYWHERE. Entire milker 
cleaned CLEAN in 3 minutes. Fully water- 
proof. Self-rinsing. Vacuum adjustable for 
each cow. Won't tip. Uses shipping cans, 
cream cans or pails. Electric or gasoline 

Better to get a GradeA than to wish 
you had. Penny post card brings you 
FREE “GradeA Guide’’ — facts every 
dairyman should have. 


ROOM 692 
Woody Anker-Holth -enznyso" 


PARTS Do Work 
of 47 or More on 
Many Machines-no 
screws, nuts, bolts 
or threads to slow 
milking or washing. 
DEALERS: Send 
Name for Facts 














cov re! 


A NEW PROFIT ITEM FOR 
em HARDWARE DEALERS 
N VITAPANE is the versatile Glass Substitute 


you've been looking for. Dealers have discovered 
it’s a profitable item to stock. Sells fast— good re- 
peater. Transparent, to let in lots of light—no wax 
or grease—good insulation. 


WEATHERPROOF SHATTERPROOF 





ADMITS 
OVER 60% 
ULTRA VIOLET 

RAYS 


DAYLIGHT-CLEAR TRANSPARENT county 
DURABLE GLASS SUBSTITUTE eeinFoRcED 


LIVE CAN BE USED WHEREVER 


JOBBERS!| GLASS IS USED fo: fircen,fiowses. 


Hot and Cold Bed Frames, Storm Windows, Sun 


Territory still Porches, Doors, Skylights, and for handy re- 
open. Write placement everywhere. Comes in 50-ft. rolls, 36 
today. Giant inches wide. Fully guaranteed 


smoles! 31 Sealers! Write Today For 


mail 











Gree Sample and Prices 


ARVEY CORPORATION 
Exclusive Manufacturers of VITAPANE 


3468 N. KIMBALL AVE. CHICAGO, ILL. 
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GOLD LABEL Nozzles in Color 
A Natural for “Open House” Sales 





This colorful new ube card FREE 

with each dosen “Cold Label” nozsles. 

Card holds 2 nozzles and displays the 

striking gold covered box of 12. 
This new “Gold Label” Hose Nozzle in 
assorted colors is the kind of merchan- 
dise that will make “Open House” a real 
success in your store. 
It’s heavy cast bronze—precision ma- 
chined—with non-rising sleeve that re- 
duces wear and leakage—and hard lac- 
quer finish. It sells readily at 75¢—and 
it’s guaranteed unconditionally forever. 
We're cooperating with “Open House” 
by packing 2 each of 6 colors in a gold 
covered box — by furnishing display 
card and “Open House” price card 
FREE with each dozen. 
Get set now for “Open House” profits 
on this nozzle. Order today from your 
jobber. 


H. B. SHERMAN MFG. CO. 
Battle Creek, Michigan 


bettor FLUE STOPPERS 


MEAN bigger SALES 


| Mr. Cayce. 








And #3 Gems are belie 


@ Because of outstanding appearance 
— attractive pictures lithographed 


on metal. 


@ Because picture is permanently 
locked to the blank. 

@ Because of the famous Gem folding 
wire tasteners—secured to the blank 
by sockets raised from the metal of 
the biank itself; no assembling oper- 


ations or loose parts involved. 


Ask your Wholesaler for #3 Gems, 
or write us for reference. 


CLARK MANUFACTURING CO 


ROCKFORD, ILLINOIS 





Sporting Goods Sales 
Went Up 500 Per Cent 


(Continued from page 55) 


rapher and this is usually less ex- 
pensive than if they were taken by 
a regular commercial photogra- 
pher. The amateur is more will- 


|| ing to try unusual shots and 
| present the subject in a more mod- 


ern or striking manner. Practically 
every city has its camera club with 
any number of members who are 
anxious to try something different 
in the way of photography. 
According to Mr. Cayce, the 
football coaches were more than 
willing to cooperate since they 
were anxious to have the local 
publicity for the team. Other lo- 
cal sportsmen are just as willing 
to cooperate in interesting people 
in various sports and the firm is 
planning to use pictures of these 


individuals in promoting other | 


lines of sporting goods during the 
various seasons. 

“Many changes were made in 
our stock of sporting goods,” said 
“For years our stock 
was made up of such staple items 
as shotguns, rifles, and fishing 


| tackle. Finally, we realized that 


we were overlooking some ex- 
tremely profitable lines and gradu- 
ally proceeded to enlarge the stock 
to include golf equipment, some 


games and a small line of sports | 


clothing. Effective window and 
newspaper advertising caused sales 
in this department to mount 
rapidly and we were soon com- 
pelled to seek larger quarters for 
the department.” 

A balcony at the front of the 
store was selected as the ideal lo- 
cation for this merchandise, and, 
as additional space was available 


| for further expansion, the variety 
| of the stock was increased still 
adding badminton, | 


further by 
darts, archery, football, and base- 
ball equipment, items not usually 


found in the smaller cities. Now | 


the stock of sport clothing alone 
consists of products of a number 
of nationally known clothiers, im- 
ported English tweeds and im- 
ported socks and ties. 

The expansion of the sporting 
goods department is one of the 
most important improvements 


ever made in the store and, con- | 
sidering the phenomenal increase | 


in sales and traffic has been com- 
pletely justified. 















ARMSTRONG 


The Socket Wrench 
with the DRIVELOCK! 


Have you tested the ARMSTRONG 
Vanadium Super Quality Socket 
Wrenches featuring the patented 
ARMSTRONG DRIVELOCK? This 
exclusive Armstrong feature locks 
socket to driver, driver to exten- 
sion, extension to handle—heads 
positively will not knock off. 
These are the only safe wrenches 
to use around moving machinery. 
Parts are quickly and easily de- 
tachable. 


If you 
haven't : 

a copy o@ the ARMSTRONG 
Wrench Catalog handy, write te- 
day for C-39 Manual showing 





these are guaranteed quality tools, 
the finest manufactured. You can’t 
miss sales with ARMSTRONG 
QUALITY . 








ARMSTRONG BROS. TOOL CO. 
“The Tool Holder People” 
314 N. Francisco Ave., Chicago, U.S.A. 


Eastern Warehouse and Sales: 
199 Lafayette St., New York 


GUNSHINE 
MolS 





cHAMO 


MADE IN U.S.A. 


ASK YOUR JQBB86&R 
FOB GUR EXTRA VALUE 
SEWED PIECE CHAMOIS 


HOYT & WORTHEN TANNING CORP 
HAVERHILL. MASS 








*% OXFORD PREMIUM STEEL x 


STAR-POINT DRILLS 


They are exceptionally 
tough and durable; they 
stay sharp longer .. . 
and are bought by the 
best for less. 


Write for Catalogue 


OXFORD TOOL CO. 


1633 N. 2nd St., Phila., Pa. 
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COOK'S 


NEW STREAMLINE 
SUPER VALUE 
NAIL CLIPPER 


New member of Gem 


Nail, Clipper, family: 10° 


ardened jaws, rail 
er. Heavily 





at jobbers’. Send for details. 


THE H. C. COOK CO. 
27 Beaver St., Ansonia, Conn. 
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BY OFFERING A 

tanteéd 
VAWN MOWER 
SHARPENING 
SERVICE 





THE IDEAL LAWNMOWER SHARPENER is positively the last word in 
lawnmower sharpening equipment. Fast and accurate, it replaces 
the old hand sharpening method and does a far better job. Hundreds 
of dependable Hardware Dealers offer this service to their cus- 
tomers and make a handsome profit on the side. COMPLETE 
PLANS FREE! Our free plans show you how to establish a 
successful lawnmower sharpening business as 

a part of your present service to customers. 

Many stores average from $30 to $40 PER 

WEEK on the ideal Sharpener which requires 

only the spare time of one of the clerks to 

operate. Send for free catalog today. 


THE FATE ROOT HEATH CO. 


702 BELL ST. © PLYMOUTH OHIO 


“) ” of oere": 


cHICAGo => SCOUT 
FLYIN _ Skates 











CAN OPENER 
COMBINATION 
AVS _ 





pre No. 160-B.C. Vaughan’s Improved CAN OPENEK 
COMBINATION ... BOTTLE OPENER... CORK SCREW 

- AND A NEW OPENER FOR ALL CANNED LIQUIDS! 
The only complete Can Opener Combination on the market, 
at a popular price. Packed on individual display cards. One 
dozen to the box. A fine seller. Send for prices. 


Vaughan's 
SAFETY ROLL JR. 
CAN OPENER 


No. 170-W. The only can opene: 
that cuts the top out of 
SQUARE, round, or oval cans 
and leaves a safety rolled edge. 
Best seller. More than fifty mil- 
lion sold. Individually packed on 
three-color display card. Two 
dozen to the box. Order now. 


VAUGHAN NOVELTY MFG. CO. INC. 





3211-25 CARROLL AVE. CHICAGO, ILL. 
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Dealers Revert To Quality 


A good indication—a sign of life and 
a revival of fair profits. 


38 years of Life back of famous 
“CHICAGO” trade name on Roller 
Skates, indicates in no uncertain 
terms, their QUALITY—LEADER- 
SHIP—PROFITABLENESS. 


Get full details — price range 
and “Open House” Promotion. 


CHICAGO ROLLER SKATE COMPANY 


World’s Greatest Roller Skates for Over 38 Years 
4456 W. Lake St. Chicago, Ill. 

















ADJUSTABLE yo SP 


GREATEST IMPROVEMENT IN FISHING 
ROD CONSTRUCTION IN OVER 25 YEARS 


Simply by loosening and tightening a set-screw ADJUSTABLE 
NU-GRIP can be turned from side to side to the exact position 
where it fits any individual naturally and comfortably, irrespec- 
tive of big or small hand, long or stubby fingers, right or left 
hand casting. Get with GEP in 1940 and enjoy another profit- 
able fishing rod year. Send today for new 32-page catalog—see 
your jobber at once about the initial stock you should carry. 


=. SEND FOR NEW CATALOG 


GEPHART MFG. CO., 228 W. Illinois St., Chicago 

Please send me your new catalog and complete 
details about ADJUSTABLE NU-GRIP and the 8 
entire GEP LINE. 














Name 


Address 
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110 ¥. . finished 
fm 2-tone (blue and lacquered white metal) ac- 
tually thousands on thousands of these tools have 
= since they first were introduced late 
last fall. 


Me. 128 Grinder operates at 20,000 
B.P.M. (has high speed essential to 
efficient grinding) with small stones 
and eollets for 1/16” and 3/32” arbors. 
Me. 256 Kit consists of No. 68 Drill, 
Ne. 129 Grinder and 5 accessories in 
attractive steel display carrying case. 
Reuter Frame converts Grinder inte 
free router or shaper. 

Ori Stand takes either Drill or | 
Grinder. 


Geach Grinder complete with 
meter, 2 wheels, rubber feet, carry- 
‘ag bande, cord and plug. 


furnished. Write for cataleg sheets. 


SPEEDWAY MFG. CO. 
Cicere, i! 





1836 S$. S2ad Ave., . > 





BLAKE & LAMB 


During the 1939-1940 trapping season, 
many BLAKE & LAMB distributers 
sold more steel traps than ever 
before in their history! 


For the 1940-1941 season, the vastly 
increased popularity of the “steel trap 
of the hardware trade” will mean even 
more to BLAKE & LAMB jobbers and 
dealers. 


Before buying any steel traps in 1940 
—consider what the quality, policy and 
price of BLAKE & LAMB will mean 
for YOU! 
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R. M. Hunter, Nicholasville, newly-elected president, at the left, takes 


over the reins of the organization. 


In the center is A. B. Lander, 


LaFayette, new first vice-president, while at the right is W. M. Engle, 
Hazard, new second vice-president. 


Credits and Collections 
Kentucky Highlights 


66 
isdines and Col- 


lections,” the hardware and imple- 
ment dealers’ nemesis, were analyzed 
for 200 members of the Kentucky 
Hardware and Implement Associa- 
tion at their 40th annual convention 
in Louisville, Ky., Jan. 23-25, by E. 
H. Bertschi, district collection man- 
ager, International Harvester Co., 
Chicago. 

Highlight of the three-day con- 
vention, Mr. Bertschi’s address 
urged members of the group to 
realize “that credit involves real 
money,” and to “base their deci- 
sions accordingly.” 

“Since credit does represent real 
money, proceed in every case with 
the same care and caution you would 
exercise if approached for a cash 
loan for a similar amount,” Mr. 
Bertschi said. 

“Men who give little real thought 
and consideration to vital factors 
and circumstances involved when 
making credit decisions, would not 
think of promiscuously handing out 
in cash an amount equal to the 
credit involved, even though the 
purchaser agreed to pay interest 
equivalent to the profit in the article 
being sold on time. 

“Yet in principle, what is the 
difference between the merchandise 
in which cash money is invested and 
money in the cash register?” Mr. 
Bertschi asked. 


“Proper credit procedure involves 
three important steps, (1) precredit 
investigation, (2) consideration of 
principal factors, and (3) proper 
arrangement of terms,” the speaker 
told the hardware men. 

R. M. Hunter, Hunter Hardware 
Co., Nicholasville, Ky., was elected 
president for the ensuing year. A. B. 
Lander, A. B. Lander Co., LaFay- 
ette, Ky., was elected first vice- 
president, and W. M. Engle, Engle 
Undertaking and Hardware Co., 
Hazard, Ky., second vice-president. 

Board members selected by the 
association were C. C. Hulett, Owen 
Hulett Hardware Co., Williamstown, 
Ky., outgoing president of the state 
body; Paul Scobee, Scobee Bros. 
Hardware Co., Louisville, Ky., and 
K. O. Cayce, Cayce-Yost Co., Hop- 
kinsville, Ky. 

A new state law to regulate sales 
by hardware jobbers and manufac- 
turers was presented by Theodore 
Diehl, Theo. Diehl & Son, Louisville, 
chairman of the legislative commit- 
tee and president of the Louisville 
Hardware Dealers Association. The 
proposed measure, to be introduced 
in the Kentucky Legislature, seeks 
to prevent “wholesale retailing.” 

“In effect, this bill will prevent 
employees of a manufacturing com- 
pany from buying their company’s 
goods for their personal use through 
a wholesaler at wholesale prices. It 
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e| Go Steady 


WITH 





@ The CHORE GIRL’S a gal to 
hook up with because she’s a 
; sure-fire hit with your customers. 
Knowing her, they will also want to meet her efficient 
relatives—The CHORE BOY, GOLDYLOCKS and SILVY- 
LOCKS. A whole family of abrasives for every cleaning 
and scouring need! 
Put the CHORE GIRL out front where folks can see her. 
She will keep your cash register ringing up new and 
repeat sales. Remember—our 
products are sold only through 
legitimate wholesale and re- 
tail channels. Order now from 
your jobber. 


METAL TEXTILE 
CORPORATION 














High standard of 
the industry — 


WRIGHT 
POULTRY 
NETTING 


GE WRIGHT ineeco 


WORCESTER? MASS. 
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NORAMPRESS 


THE NORTH AMERICAN PRESS, MILWAUKEE. WIS. 











THE TOOL EVERY 
HOMECRAFTER 


WILL WANT... 


















Sales of Forstner Auger Bits to home workshop 
enthusiasts will net you worth-while profits! 
Long a favorite with professional woodworkers, 
the Forstner Bit is becoming increasingly pop- 
ular with home craftsmen who find in this 
handy, all-purpose boring tool the answer to 
dozens of jobs commonly done with chisel, 
gouge, scroll saw or lathe tool. Guided by a 
circular rim instead of a center, this bit oper- 
ates in any direction leaving a clean, polished 
surface, 


Forstner Auger Bits 
are available for 
machine boring in 
sizes from %” to 
3” diameter and 
for hand boring in 
sizes from 4” to 





purchased singly or 
in sets of 9, 11 and 
17 bits each. Write 
for catalog. 





The PROGRESSIVE MFC. CO 


FORRERE TON - Seo N BE OS eee 





“Phelby” Pulls 


Especially those shown have always 


been 


“popular sellers” 


because they 
meet government specifi- 
cations and can “take it.” 
Dealers never “get stuck” 
with these goods! Simple 
but effectively designed, 
these items are always 
adaptable to prevailing 
hardware trends — there- 
fore perpetually in style 
and demand. 





Send for No. 38 Catalog. 





Here is merchandise of 
which the Public has daily 
need and is constantly 
demanding. Remember, 
here again, are “Shelby” 
products which can net a 
profit for both Jobber and 
Retailer. 


THE SHELBY SPRING HINGE CO. 
Main Office & Factory 


SHELBY, OHIO 








Cc. C. HULETT 
Retiring President 


it unlawful for any 
wholesale 


would make 
retailer to purchase at 
prices any item which he does not 
carry in his stock,” Mr. Diehl said. 

“You hardware men, for example, 
have no right to buy from a whole- 
sale outlet just because you’re in 
business. Yet, the jobber has a right 
to sell a manufacturing plant any- 
thing it needs, but not the right to 
sell the employees of that plant. 

“Jobbers, singly, will cooperate. 
but jobbers, collectively will not. 
This law gives the jobber something 
to hide behind—it gives them an 
excuse to decline to sell as a whole- 
sale outlet to consumers. I view the 
measure as a protection—to the job- 
ber, and a help to the retailer,” Mr. 
Diehl said. 

The association members adopted 


retail price for his product to be 
sold to the consumer. This regula- 
tion practically has done away with 
the troublesome “price-cutter” in the 
drug field, Mr. Wylie said. 

Association Secretary Jack M. 
Stone, Louisville, offered members a 
start on Fair Trade Practices price 
regulations by offering price lists 
prepared by ten manufacturers of 
hardware items. 

“National Hardware Open House,” 
a forum conducted by George Skid- 
more, Skidmore Hardware Co., 
Elizabethtown, Ky., promoted a dis- 
cussion of the third annual National 
Hardware Week, April 25 to May 4, 
to be called an “Open House” this 
year. 

John H. Dillon, Itinerant Teacher 
Trainer in Distributive Education, 
Indiana University, gave the mem- 
bers a demonstration of how Sales 
Training classes will be held in con- 
nection with vocational training in 
the State of Kentucky. 

“Appliance Sales Possibilities” 
were outlined by Thomas W. Berger, 
general sales manager of the Crosley 
Corporation. 

Outgoing president C. C. Hulett’s 
address warned hardware men that 
“slipshod methods and half-hearted 
efforts will bring little or no profit 
to the owners and less satisfaction 





Specified by the ¥ : f 
electrical and 7 | a four-point legislative program 


building trades, P ° ° 
contractors and in which includes disapproval of any 
powneng By yh. changes in the present garnishee 
or eae Sees law, adoption of an itinerant ped- 
every detail. Paine ‘ a - pei 
Spring Wing Tos- dlers’ licensing law, opposition to 
gle olts press e ° ° 
through smallest any change in the merit-rating set-up 
hole ve » y . 
vole, spring open of the Unemployment Compensation 
Law, and the indorsement of amend- 
ments which will make the Unfair 
Practices Act of 1936 enforceable 
and workable. 








J. M. STONE 
Secretary 








on rough, irregular 
surfaces. Self- 
bracing, they lock 
thread when fully 
tightened. For an- 
chorage in any ma- 
terial, there is no 
Catal <=| “What Does the Hardware Associa- 
i tion Do for Its Members?” 
“The Value of Fair Trade to the 
Retail Merchant” was discussed by 
Charles Wylie, secretary and attor- 
ney, Fair Trade Division of the 
Kentucky Pharmaceutical Associa- 


the instant clear- 
Hobart Thomas, director of Asso- 
better toggle bolt 
than Paine. 18 
tion. Mr. Wylie explained how the 
Fair Practices Act had worked in 


ance is made. 
Never catch or jam 
ciation Extension, National Retail 

types in 60 sizes. Hardware Association, spoke on 

Write for complete 

building, 

and maintenance 

specialties. 

THE PAINE COMPANY) 

2963 Carroll Ave., Chicago, Illinois 

Warehouse & Sales 

the case of drug retailers and urged 
a unified attack on the problem by 


to the public. The public is willing 
to pay for intelligent and well-con- 
ducted service.” 

Social events included the annual 
banquet Tuesday night, Jan. 23, 
with entertainment furnished by the 
Louisville Hardware Club; The 
25-Year Club annual luncheon on 
Wednesday, Jan. 24; Belknap 














“BUILDERS 











1 Fealure <3 
SPECIALTIES 





the hardware men. The act, accord- 
ing to Mr. Wylie, provides that the 
manufacturer shall set a minimum 


Hardware & Manufacturing Co., 
luncheon for visiting ladies, Tues- 
day, Jan. 23. 
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BOMMER 


SPRING HINCES 


ARE THE BEST 














‘Replenish Your Stock with 
| BOMMER | 


They are in universal demand—are quickest 
| to sell—easiest to apply and the most satisfac- 


tory spring hinge made. 


Follow the line 


Our extensive line of ready to nail Horse, Mule, of least resist- 
and Bronco shoes is growing in popularity. They 


| 
welding calks. Nail holes are eciean, correctly 
| 








footy” W-. Be - Gales tome or ance. Sell 
tapered, and spaced. Tough, strong, long wearing. | 
— Write for information. — BOMMER | 
products. 
Type 29 Type O 


Supplied with Button Tips when specified 


| 
|_| Bommer Spring Hinge Co., Brooklyn, N.Y. | 
Chicago Sales Office: No. 180 N. Wacker Drive 





HERES THE BICCEST 
STORE EQUIPMENT 


VALUE EVER OFFERED 


ATTRACT TRADE 
INCREASE SALES 


Proven results — more 
store activity comes to the 
| dealer who modernizes his 
| store with Heller Equip- 
| ment. 

Dealers are breaking profit records by Heller modernization. It 
is the magnet that draws the crowds. Heller Equipment is not 
expensive. They soon pay for themselves through increased sales. 
You can buy them on deferred payment plan. Ask for Heller’s 
quotation. You'll be amazed at the low prices. Ask for catalog 


No. 
W. C. HELLER & COMPANY 


UN ITED STOVE C - MICHIGAN | 240 Bryant St. 20 Vesey St. 


Montpelier, Ohio New York City 
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HEINEKE 
MOWERS 


The 















































Quality Power Lawn Mower 


Exceptionally high value at a moderate 
price — made possible by the Heineke 

| policy of concentrating on a single 
power model. % H.P. air cooled engine, 

V-pulley frictional drive and clutch, en- 
closed drive chain, and many other fea- 
tures fully described in our Catalog. 
Write for free copy today. 


HEINEKEs« Co. 
Springfield, Illinois - 





by more than 
a million travelers 


No wonder the Benjamin Franklin 
has been approved by more than 
a million visitors to Philadelphia! 
Experienced travelers like its mod- 
ern service and comfort. They ap- 
preciate its convenient location. 
And their budgets approve the rates 
which make it the 
big hotel value 
in Philadelphia. 
1200 rooms. 





Complete fa- 
cilities for 
meetings, 
from small 
groups to 
conventions. 








THE 
BENJAMIN 
FRANKLIN 


SAMUEL EARLEY, Managing Director 


Philadelphia 














Coming Conventions 


and Events 


Corrected each issue 


according to latest data 


Alabama, The Retail Hardware As- 
sociation of, convention and _ exhibit, 
May 14-16, 1940, at the Tutwiler Hotel, 
Birmingham, Ala. J. H. Crowe, 410 
N. 21st St., Birmingham, is association 
secretary. 


American Hardware Manufactur- 
ers’ Assn. meeting jointly with the 
Southern Hardware Jobbers Associa- 
tion, the latter’s Golden Anniversary 
Convention, April 8-11, 1940, at Palm 
Beach, Fla. Headquarters, Palm Beach 
Biltmore and Whitehall Hotels, Charles 
F. Rockwell, 342 Madison Ave., New 
York City, is secretary-treasurer of the 
manufacturers’ association. T. W. Mc- 
Allister, 1020 Grant Bldg., Atlanta, Ga., 
is secretary of the southern jobbers 
association. 


Arkansas Retail Hardware Associa- 
tion, convention and exhibit, Feb. 19-24, 
1940, at Little Rock. Headquarters and 
sessions at Marion Hotel. Exhibit at 
J. T. Robinson Memorial Auditorium. 
George L. Turner, 322 E. Markham St., 
Little Rock, is association secretary. 


Bigelow & Dowse Co. National 
Hardware Stores meeting, exhibit, ban- 
quet and entertainment, Feb. 22, 1940, 
at the Boston City Club Ballroom, Bos- 
ton, Mass. 


California Retail Hardware Asso- 
ciation convention and exhibit, Feb. 
13-15, 1940, at the Hotel Whitcomb, 
San Francisco. LeRoy Smith, 417 Mar- 
ket St., San Francisco, is association 
secretary. 

Carolinas, Hardware Ass’n of, June 
11-13, at the Francis Marion Hotel, 
Charleston, S. C. A. R. Craig, 407-11 
Commercial Bank Building, Charlotte, 
N. C., is secretary-treasurer. 


Coast-to-Coast Stores Central Or- 
ganization, Inc., annual meeting, Feb. 
19-20 at the Nicollet Hotel, Minnea- 
polis, Minn. 


Connecticut Hardware Association 
convention, Feb. 21-22, 1940, at the 
Hotel Taft, New Haven, Conn. Charles 
F. Freeman, Branford, Conn., is aseo- 
ciation secretary. 





Georgia Retail Hardware Associa- 
tion, annual convention tentatively set 
for May, 1940, at Atlanta. Specific data 


not yet available. Robert K. Boswell, 
Box 977, Atlanta, is association secre- 
lary. 


Golf Tournament of the Eastern 
Hardware Golf Assn., June 6 to 8, 1940, 
at the Cavalier Hotel, Virginia Beach. 
H. L. Gilliam, The Wood Shovel & Tool 
Co., 9 Rockefeller Plaza, New York 
City, is secretary-treasurer. 


Illinois Retail Hardware Association, 
convention and exhibit, Feb. 27-29, 
1940, at the K. C. Hall, Springfield. 
C. G. Gilbert, 1155 Merchandise Mart, 
Chicago, is association secretary. 


Intermountain Hardware and Im- 
plement Dealers’ Assn. convention, 
Feb. 14-16, 1940, at the Bannock Hotel, 
Pocatello, Idaho. E. Bell, 211 S. Ninth 


St., Boise, Idaho, is association secre- 


* tary. 


Louisiana Retail Hardware and Jm- 
plement Association, June 20-21, 1940, 
at the Hotel Bentley, Alexandria, La. 
David O. Mansfield, Alexandria, is as- 


sociation secretary. 


Marshall-Wells Company. Asso- 
ciate Congress, at Portland, Ore., on 
Feb. 12, 13 and 14, and at Billings, 
Mont., on Feb. 19, 20 and 21. Clerk 
schools will be held in 1940 at Portland, 
Ore., on Feb. 19 and 20; and at Spo- 
kane, Wash., on Feb. 12 and 13. 


Minnesota Retail Hardware Asso- 
ciation, convention and exhibit, Feb. 
20-23, 1940, at the Minneapolis Audi- 
torium, Minneapolis, Minn. C. J. 
Christopher, Nicollet at 24th St., Min- 
neapolis, is association secretary. 


Mississippi Retail Hardware and 
Implement Association convention, June 
10-11, 1940, at the Markham Hotel, 
Gulfport, Miss. David O. Mansfield, 
P. O. Box 1696, Jackson, Miss., is as- 
sociation secretary. 


Minnesota Retail Hardware Asso- 
tion, convention and exhibit, Feb. 13-16, 
1940, at Auditorium, St. Leuis. L. C. 
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MASONS WOOD AND ALUMINUM SAND’S CARPENTERS WOOD AND AL 
ISAND’S-STEVENS SURFACE AND TILE SETTERS’ WOOD AND AL 





Write for Catalog 


| LEVELS 
SAND'S LEVEL & TOOL CO. TELL THE TRUTH 


8631 Gratiot, Detroit, Mich. 





World's Standard 
For 48 Years 
“Factory Built-In Accuracy" 














NEW! 


NOTHING LIKE IT 
ON THE MARKET! 


PARCEL POST 
MAIL BOX 


Every home owner is in 
the market for this new, 
sturdy, all-metal parcel 
post box! Completely 
storm-proof! Holds par- 
cel post packages, large 
circulars, photographs, 
etc. Heavy outside wire 
holder for magazines and 
newspapers. 

Moderately Priced 

For Volume Business! 

Send for Sample — Only 29¢ Postpaid! 
Ask Your Wholesaler About Our Low Prices! 


PATENT NOVELTY COMPANY 
305 Eighth Avenue Fulton, Illinois 








The . 
WASHBURN SOU Spiker 
A TRULY FINE TOOL 


For cultivation of the soil beneath 
the lawn without defacement to the 
top surface. 





Insures distribution and penetration 
of Soil Foods, Water and Air to the 
grass roots. 








Fills a definite need, Recognized a 

necessity. Stocked by many of the 

leading Jobbers and Dealers of the nation. You can sell it. 
Ask your jobber or write us. 


UNIVERSAL LAWN TOOL CO. 
PORTLAND, ORE. 











WHOLESALE SEEDS 
ORDER a Display Case of Page’s 
Tested and Dated Seed Packets 

on our 


SALE AND RETURN CONTRACT 


Selected and Tested Varieties of Field, Vegetable, and Flower 
Seeds. Onion Sets, PA-SE-CO brand Seed Corn. 


Write for FREE GARDEN GUIDE and WHOLESALE PRICE 
LIST for 1940. 


THE PAGE SEED COMPANY 
P. 0. BOX B-3 GREENE, N. Y. 


“At Your Service Since 1896" 














DEALERS! HERE'S THE 

vO GARDEN TOOL YOU WILL 

Gttniatee SELL QUICKLY, PROFIT- 
LIFE SAVER FOR FLOWERS ABLY. 

\ Invest $8.82, get $15.00 Dack 

quickly, selling Waterwand, the 

popular tool which saves water, 


saves time, saves plants and 
transforms watering into a neat, 
easy job. List price $2.50 en., 


less 40% and 2%, April 1 billing. 
Comes prepaid, with attractive 
display. ORDER SIX ‘TODAY 
and get these NEW PROFI'TS at 
once, 

Write for sample so you 
may inspect Waterwand. Becomes 
your property when you have or- 
dered a total of 12 Waterwands. 
Or may be returned express col 
lect, no wrapping or packing re 
quired. Write today. 


SCOFIELD MANUFACTURING CO., 
BOX 30, STATION A, PALO ALTO, CALIFORNIA 

















Changing Your Address? 


If you are, please send your new address 
to the CIRCULATION DEPARTMENT 


at least 3 weeks before you move. 
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239 West 39th Street New York, N. Y. 





R.MURPHY’S Sine KNIVES 
A profitable line to carry. Every knife guaranteed. 


$2 


Paper Hangers Knilo Sloyd Knife 


; ca 
fi Oil Cloth Knife 








Shirt Cuttecs and. Pattorn Makers Handlos und. Blades 
Wit for Catalog. Prices, ete. Anniversary 
RORERT MURPHY'S SONS — "AYER. MASS 











ASK YOUR SUPPLIER--ABOUT 


A [| | () Y “ 7 BATHROOM & KITCHEN FIXTURES 


DESIGNED FOR TOP SALABILITY OAKVILLE, 


FEBRUARY 8, 1940 





CONNECTICUT 


WRITE FOR CATALOG INSERTS 
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A PROFIT ITEM 
50° 







Turbine Sprinkler 


One of the best 1939 sell- 
ers, the Premax Turbine 
Sprinkler will be a sensa- 
tion at its new 50c price. 
A husky little red-head that 
drenches the lawn in a 4 to 
30-foot circle. Display it 
and it will sell itself. 
Send a quarter and name 


of jobber for sample. This 
offer good in U. S. only. 








IFEX IFO hel 


4002 Highland Ave., Niagara Falls, N. 





7 Outlasle 


EMBURY MFG.CO. 


WARSAW, N.Y. 
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Kreh, 2861 Gravois Ave., St. Louis, is 
association secretary. 


National Contract Hardware Ass'n 
will meet in Chicago, Ill., Sept. 24-26, 
1940. 


National Retail Hardware Asso- 
ciation, 4lst annual Congress, July 15 
to 18, 1940, at the Hotel New Yorker, 
New York, New York. Rivers Peterson 
is managing director of the association 
with headquarters at 915-935 Security 
Trust Bldg., Indianapolis, Ind. 


New England Hardware Dealers’ 
Assn., convention and exhibit, Feb. 27. 
29, 1940, at Statler Hotel, Boston, Mass. 
Hubert A. Meier, 140 Federal St., Bos- 
ton, is association secretary. 


New York State Retail Hardware 
Association, convention and_ exhibit, 
Feb. 20-23, 1940, at Rochester. Sessions 
and headquarters, Hotel Seneca. Ex- 
hibit at Convention Hall. Nicholas H. 
Kiley, 508 Hills Bldg., Syracuse, is 
secretary. 


North Coast Hardware and Imple- 
ment Dealers’ Association convention 
about Feb. 22 at the Multnomah Hotel, 
Portland, Ore. Theo. S. Coy, Olympic 
Hotel, Seattle, Wash., is association 
secretary. 


North Dakota Retail Hardware As- 
sociation, convention and exhibit, March 
5-7, 1940, at Memorial Building, Bis- 
marck. Louise J. Thompson, Grand 
Forks, N. D., is association secretary. 


Northern Wholesale Hardware 
Co. 1940 merchandise exhibit and 
convention, with banquet and entertain- 
ment. Feb. 18, 19, and 20, 1940, at 
W.O.W. Hall, 615 S. E. Alder Street, 
Portland, Ore. 


Ohio Hardware Association, conven- 
tion and exhibit, Feb. 13-16, 1940, at 
Columbus. Sessions and headquarters 
at Deshler-Wallick Hotel. Exhibits at 
Auditorium. John B. Conklin, 175 S. 
High St., Columbus, is association sec- 
retary. 

Pacific Northwest Hardware & Im- 
plement Association, convention and ex- 
hibit, Feb. 19-21, 1940, at the Daven- 
port Hotel, Spokane, Wash. Dale 
Strong, 523 Realty Bldg., Spokane, is 
association secretary. 


Packaging Exposition and Confer- 
ence, 10th annual, March 26 to 29, 
1940, at the Hotel Astor, New York 
City. Sponsored by the American Man- 
agement Assn., 330 W. 42nd St., New 
York City. 

Pennsylvania and Atlantic Sea- 
board Hardware Association, conven- 
tion and exhibit, Feb. 26-29, 1940, at 
Philadelphia, Pa. Headquarters, Ben- 
jamin Franklin. Sessions and exhibits 
at Convention Hall. W. Glenn Pearce, 
400 N. Broad St., Philadelphia, is asso- 
ciation secretary. 


Southern California Retail Hard- 
ware Association, convention and ex- 
hibit, Feb. 19-21, 1940, at Long Beach. 
Headquarters, Hilton Hotel. Sessions 
and exhibits at Municipal Auditorium. 


J. V. Guilfoyle, 1126 Rives Strong Bldg., 


Los Angeles, is association secretary. 


South Dakota Retail Hardware As- 
sociation, convention and exhibit, March 
12-14, 1940, at Sioux Falls. Headquar- 
ters, Cataract Hotel. Sessions and ex- 
hibit at Coliseum. Earl Erlandson, Cot- 
tonwood, is association secretary. 


Northern Wholesale Hardware Co., 
109 S. E. Salmon St., Portland, Ore., 
17th annual convention and merchan- 
dise show at the Woodmen of the World 
Hall, Portland, Feb. 18-20, 1940. 


Southern Hardware Jobbers’ As- 
sociation Golden Anniversary conven- 
tion held jointly with the American 
Hardware Manufacturers’ Association, 
April 8-11, 1940, at Palm Beach, Fla. 
Headquarters, Palm Beach Biltmore and 
Whitehall Hotels. T. W. McAllister, 
1020 Grant Bldg., Atlanta, Ga., is sec- 
retary of the southern jobbers’ associa- 
tion. Charles F. Rockwell, 342 Madison 
Ave., New York City, is secretary of 
the manufacturers’ association. 

Triple Mill Supply Convention, 
April 22-24, 1940, at the Adolphus 
Hotel, Dallas, Tex., comprising the 
Southern Supply & Machinery Distrib- 
utors’ Association, secretary, Alvin M. 
Smith, Smith-Courtney Co., Richmond, 
Va.; National Supply & Machinery Dis- 
tributors’ Association, secretary, H. R. 
Rinehart, 505 Arch St., Philadelphia, 
Pa., and the American Supply & Ma- 
chinery Manufacturers’ Association, sec- 
retary, R. Kennedy Hanson, 1108 Clark 
Bldg., Pittsburgh, Pa. 

Virginia Retail Hardware Associa- 
tion, convention, Feb. 20-21, 1940, at 
the Hotel Roanoke, Roanoke. G. T. 
Omohundro, Jr., Scottsville, Va., is sec- 
retary. 

West Virginia Hardware Associa- 
tion, convention, Feb. 21-22, 1940, at 
the Frederick Hotel, Huntington, W. 
Va. H. B. Clower, Oak Hill, is associa- 


tion secretary. 


Umbrella Town 


To boost their small town, and 
to secure more profitable tourist 
business, retailers in one Wiscon- 
sin town, including two hardware 
dealers, placed large canvas um- 
brellas over every lamp post along 
the main street. This made a very 
striking impression, and hundreds 
of motorists stopped to inquire the 
reason for the posted umbrellas. 
Local residents then handed them 
a printed folder in the shape of an 
umbrella, advertising the town and 
lake resort advantages. Many of 
the tourists decided to stop here 
instead of going further for a va- 
cation. They also made many pur- 
chases at local stores. 
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Complete stock quality taps 


rew extractors wrenches and die stocks in attractive hinge 


glass cover display 


Quantities of a size graduated according to saleability 


HENRY L. HANSON, Inc. 


Dealer Display 
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You're ringing up dollars — not dimes — with the 


CARTER shay NOZZLE 


SPRAY 


Put a Self-Selling Carton of 6 on display—see how easy 
it empties itself. And you ring up dollars—a_ man’s 
size profit—dollars, not dimes—on each sale. Nothing 
else offers automatic water-saving shutoff, one hand pressure 
control, set nut stationary w— 
and this year’s customers want 
these sprinkling advantages. Order 
Carter Nozzles from your jobber 
Now! 


CARTER PRODUCTS CORP., 
702 Front Avenue, Cleveland, Ohio 


Representatives: EAST—W. A. Hirsch, 38 Lamport 
Rd., Upper Darby, Pa. 3 Coe Representatives, Inc., 
1105 Broadway, N.Y. C; A. McGuire, 705 Rutgers 
St., Utica, N. Y.; SoUTH—W. Bert McDonough, 
= Peachiree st N.W., Atlanta; SOUTHWEST— e 
e Hafer Co., 707 So. Ervay St., Dallas; WEST— 
Frank W. Lee, 2117 Fair Park Ave., Los An goles ; It's Swell for 
Wilson Bilis, 853 Middlefield Rd., Palo Alto, Calif, Washing Cars! 













ALLCONTROLLED 
HAND PRESSURE 
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ORDER BERNZ 
BLOW TORCHES NOW 


ter. 


for burning off paint. 


produces an intense, hot blue flame. 
2. Extra heavy construction, 
ity, and non-clogging features add 
length of life. 
. Low fuel consumption. 
. Many 
found on any other tore’ 


oo we 


service. Priced low te increase sales. 
6. Meets rigid specifications 


Army and Navy. 








Don't let your stock get dangerously 
low during this abnormally cold win- 
Now is the time to order your 
requirements for Bernz torches, un- 
excelled for thawing out frozen 
pipes, soldering and preheating or 
. Special composition bronze tapered burner 


inbuilt qual- 
to 


exclusive ooinaind features not 
. An all purpose Anny ‘tor year ‘round 


of vu. &. 





Ne. sat pe Bot. aller §«=©6 OTTO BERNZ CO., INC. 
oe Sa ROCHESTER, N. Y. Estab. 1876 
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Want a Good Position? 


The quickest and surest way of securing ¢ 
good position is through the Classified Oppor- 
tunities Department of Hardware Age. 


Hardware Age will put you in touch with 
Hardware concerns who want help and look 
for it in the Trade-paper that reaches the 
greatest number of readers. 


Send your copy with remittance to 


HARDWARE AGE 
Classified Oportunities Dept. 
239 West 39th St.. New York City 
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apap. dips or brushes 
to a satin smooth fin- 
ish. For exterior or interior 
use on wood, metal or 
brick. Will not lose its 
brilliance regardless of 
how long it stands on shelf. 
Y% pt. to 5 gal. cans. 


At America’s Lowest Price for Such Quality! 





SHEFFIELD BRONZE POWDER & STENCIL CO. 


Order from your jobber. Jobbers—write for details. 
CLEVELAND, OHIO 











a 





Harness hardware gets kicked 
around more by farmers than 
anything else they own. Sub- 
ject to dirt, abuse and every 
element of the weather, harness 
hardware has to be tough. 
Toughest of all is Imperial—a 
50-year old line built to last 
longest under these conditions, It’s 
heavy, rugged hardware, finished in 
athoroughly workmanlike manner. Lead- 
ing dealers, everywhere, prefer it for these 
qualities. Specify this famous line from your 
jobber It costs no more 


gives you 
and your customers 


















imperial Bit and Snap Co. Racine, Wisconsin 





a elt aoe Solders make 

ood because they are made good. 
Their reputation for highest qual- 
ity, anteeety and economy is nation- 
wide... a big factor in stepping up 
sales and cadien Win the cream of the big home market by stocking the popular 
Gardiner Repair-All Household Package. Cash in on the preference of farmers, 
mechanics, garages and other 1, 5 and 20-pound spool buyers for solders bearing the 
Gardiner trade mark. Ask your jobber for prices and details. 


Aa 


lardiner +=; 


4821 8. Campbell Ave., Chieago, I1!. 
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All-In-One CEMENT 


Everlastingly strong. Ce- 
ments wood, glass, china, 
metal, Hnoleum, tile, paper, 
leather and bric-a-brac. 
Non - inflammable, trans- 
parent, no odor, not Yr 
to handle. In ly and 1 
bottles, % pt., 1 pt., i a 
and 1 gal. cans. Retails 
from 10¢ to $3.50 ea. in or- 
der given. In Display Car- 
ton that sells it. 


All-In-One Cement Company 


4633 Page Bivd., St. Louis, Mo. 

















SCRU-LESS 
WINDOW 
CLEANERS 


Single rubber equal to two or more. U 
all four edges of rubber. Sliding handle. 
No screws. ke 
We aiso make lawn —, a sticks, 
suction washers, rat traps, ete. 

Send for circulars and outage. Territory 
open for a few more good commission 
salesmen. 


W. E. KAUTENBERG CO. 











PREEPORT, ILL. 


DENISTON 


Triple Lock 


“Lead Seal" NAILS 


Drive Screw Shank gives powerful 
grip. Lead under the head and down 
the shank plugs hole around the nail 
to form weather-proof lead seal. Nail, 
lead and sheet solidly locked together 
by “bump” . Send for samples. 


4840 Seuth 
The DENISTON Co. s:'er: 4: 


NEW!—GOING BIG! 
uti ote le TRI-COLORED 

v0) tn POPULAR PRICED 

wm «€=DURABLE DOOR MATS 


nui New Beauty in three colors. New 
Trin P Safety. Selected quality assures 
ai repeat business. 
Her ee at ; 
ae 1 “4 Inquiro today for prices and in- 
formation — also on our famous 
LL Herringbone Weave. 
Sold only through Jobbers and 
Dealers. 


DURABLE MAT CO. “j,A0 oui" 
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The “WHO MAKES IT ?”’ issue of 
HARDWARE AGE enables you to 


quickly locate sources of supply and 


helps you answer many questions re- 


garding brand names, products, etc. 


‘ 


Greenville, Pa.: Who makes the 
Kutmaster kitchen paring knives? 


Muntz-Wright Co. 


ANSWER: Utica Cutlery Co., 
Utica, New York. 


Prescott, Arizona: Where can we 
procure the Allegro safety razor 
sharpeners? Bashford Burmester Co. 


ANSWER: Graef & Schmidt, Inc., 
456 Fourth Ave., New York City. 


New Bethlehem, Pa.: Who makes 
the Bet’r Grip Wrench? Cribbs 
Hardware. 


ANSWER: J. P. Danielson Co., 


Jamestown, N. Y. 


New York, N. Y.: Who makes 
the Sperti sun lamp? S.S. Jobbing 
House. 


ANSWER: Sperti Electric Mfg. 
Corp., 424 E. 4th St., Cincinnati, 
Ohio. 


Hoquiam, Wash.: Who makes the 
Sealograph envelope sealer? F. G. 
Foster Co. 


ANSWER: Geo. A. Cleveland, 
St. Paul, Minnesota. 
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MAKES IT?” 


Information regarding sources of supply as provided readers of 
HARDWARE AGE by the “Who Makes It?” editor is here pre- 
sented as an aid to others in the trade who may be seeking the 
same articles. The inquiries reproduced have been selected be- 
cause of their general interest to hardware merchants and buyers. 
This editorial feature in each issue supplements the service ren- 
dered by the “Who Makes It?” issue. When writing to the firms 
mentioned, state that you secured your information from the 


HARDWARE AGE Directory Number. 


Flushing, L. I.: Who makes Hole- 
In-One tulip bulb planter? Main 
Street Paint & Hdw. Co. 


ANSWER: Thos. J. Magee, 631 
E. Wardsworth St., Philadelphia, Pa. 


Lawrence, Kansas: Who makes 
the Oliver line of power tools? 
Ernest & Son. 


ANSWER: Oliver 
Co., Grand Rapids, Mich. 


Machinery 


Waukegan, Ill.: Who makes the 
Simplex watering bowls?  Siver 


Hdwe. Co. 
ANSWER: Simplex Inc., Beaver 


Dam, Wisconsin. 


Malverne, N. Y.: Who makes the 
Juistractor fruit juice extractor? 
Louv Hardware. 


ANSWER: Juice Extractor Co., 
1125 Penn Ave., Pittsburgh, Pa. 


FEBRUARY 8, 1940 


Brownsville, Pa.: Who makes 
race knives? Brownsville Hdwe. Co. 


ANSWER: Dwight Divine & Sons, 
Inc., Ellenville, N. Y. 


Lewiston, Maine: Please furnish 
the address of the Lees-Moodus 
Mills Inc. Bauer Hardware Co. Inc. 


ANSWER: 257 Fourth Avenue, 
New York, N. Y. 


Grand Island, Nebr.: Who makes 
Mystic high-ball glasses? Grand 
Island Hdw. Co. 


ANSWER: H. Fishlove & Co., 
712 No. Franklin St., Chicago, III. 


New York, N. Y.: Who makes a 
combination door knocker & chime? 
Irving Hdw. Supply Co. 


ANSWER: Nutone Chimes, Inc., 
3rd and Eggleston Sts., Cincinnati, 
Ohio. 











paso CARD STOPS THEM 


The New 
~ HANDY 

_ APPLIANCE 

PLUG 

& 

| The Original 
' HANDY 
PLUG 





Shown above is our Special Pisplay of 2 Original 
Handy Plugs and | Handy Appliance Plug that 
— fer 50¢. Dealer's price is $3.60 per doz. 
kgs. 


These Plugs are the easiest-to-sell on the market! 
Ready for instant use. Wires are merely separated 
and inserted. Simple as ABC! 

Handy Plugs are also packed 25 to Display Box 
or on tadivtduel Cards. Appliance Plugs are packed 
10 to a carton. 


Send for Our Special Promotion Plan! 





> ALBANY SALES CO. of W. Y., Inc. 


NEW YORK.'N. Y 


341 MADISON AVENUE 








STEEL MORTAR HODS 


No dripping onto 
— the user's back. 





Made entirely of 
w stee) with wooden 
shoulder saddle 
and handle 
Edges are heav- 
jly reinforced. 
The fork is 
pressed from 
heavy gauge 
steel. 


Write for prices. 
The Cleveland Wire Spring Co. 
E. 38th St. and Hamilton Ave. 





+ e Cleveland, Ohio a J s 











KEY BLANKS 


OF EVERY DESCRIPTION 





Catalogue on Request 


GRAHAM MFG. co. 


Derby, ¢ . “U.3 3. A 












4 a ow 
ROCKY ooNTAI 
/ STATES 








4, BRUSH-NU COMPANY , . 


BALTIMORE MARYLAND 














ROCHESTER ADJUSTABLE 
SASH BALANCES 


A product of Guar- 
°| anteed quality. Real 
profit in handling 
them. 





Write for prices. 








° 
Rochester Sash Balance Co., Ine. 
Rochester, N. Y. 
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Clansihied Opporvlumitien Section... 





Use this section to reach Hardware Manufacturers, Manufacturers’ 
Agents, Jobbers, Jobbers’ Salesmen, Retailers and Retail Salesmen 





| Clanrified Adwentining Ratea | 





Help Wanted. Accounts Wanted 
Business Opportunities 
Sales Representatives Wanted 


Set solid, maximum, 50 words....... $3.00 
All capitals, maximum, 50 words.... 4.00 
Each additional word......... .06 


Positions Wanted 
(Special Rate) set solid, maximum, 
DME ccbéecdeceisdcese ves .50 
Each additional word ......... 01 
Allow Seven Words for Keyed ‘Address or Your Address 


BOXED DISPLAY RATES 
Giie WGN Feacecsesicas juesesaua $5.00 
Each additional inch ......... 4.00 








DISCOUNTS FOR CONSECUTIVE INSERTIONS 


4 insertions, 10% off; 8 insertions, 15% off. 

Due to the special rate, these discounts do 

not apply on Position Wanted Advertise- 
ments. 


REMITTANCE MUST ACCOMPANY ORDER 


Send check or money order, 
not currency. 





HARDWARE AGE is published 
every other Thursday. Classified 
forms close 15 days previous to 
date of publication. 


Address your correspondence and replies to 


HARDWARE AGE 


Classified Opportunities Dept. 
239 West 39th St.. New York City 











| = Positions Wanted | 


[ Ponttions Wanted | 








HARDWARE PERSONNEL, OUR FILES 
CONTAIN applications of several hundred experi- 
enced clerks, managers, counter men, bookkeepers 
and stenographers for New York hardware re 
tailers and wholesalers. No charge to employers. 
Just phone Wisconsin 7-1802 or write to Asso 
ciated Placement Bureau, 152 West 42nd Street, 
New York City. 





WANTED—A HEART. 
Somewhere in this vast country there must be an 
executive who knows what it means to come up 
through the ranks and can use such a young man 
with 10 years of sound practical experience. Oper- 
ated his own metal manufacturing plant for 4 
years, sold products throughout country, knows ma 
chine shop practice, inventory control, purchasing 
and production from the inside, To such a firm 
offer ample security, initiative, aggresslvcuess and 
future possibilities A record of my business ex 
perience and references available. Desire to locate 
with live manufacturing firm in East 
Address Box D-819. care of HARDWARE AGE, 

239 W. 39th St., N. Y. City 











GENERAI HARDWARE MAN WITH 
EIGHT years’ experience. Manager of two 
retail hardware stores for seven years. Thirty-six 
years old. Prefer work in San Francisco Bay 
area, Northern California, or Arizona. A-1 refer- 
ences. Address Walter C. Miller, 1820 Clemens 
Road, Oakland, California. 


20 YEARS’ EXPERIENCE RETAIL AND 
Wholesale selling of Hardware, Housefurnishings, 
Toys, Paints, Builders’ Hardware, Electrical, 
Plumbing, Factory, Mill Supplies, Sporting Goods, 
Radios—experienced window display, store de 
partmentizing, showcard and sign work. Willing 
to locate anywhere for a steady and permanent 
position at a reasonable offer. Available at once. 
Address Box D-784, care of Harnpware Acz, 239 
W. 39th St., N. Y. City 
WHY NOT TRY ME? I know hardware, 
sporting goods, fishing tackle, guns, ammunition, 
cutlery, and photographic equipment A former 
cavalry officer, I am married and 35 years young. 


Capable of selling and sales promotion Have 
also done missionary work for manufacturer and 
jobber. Address Box 1-815, care of Harpware 


Ace, 239 W. 3%h St., N. Y. City 


DO YOU NEED A SPORTING GOODS 
buyer or salesman? 35 years young, married, 
have had 10 years’ experience selling builders’ 
hardware, guns, ammunition, fishing tackle, 
cutlery, for large wholesale hardware house 
Presently employed, desire to become associated 
with reputable manufacturer or wholesaler. Am 
qualified to manage large department in retail 
store Address Box D-832, care of Harpware 
Acer, 239 W. 39h St., N. Y. City 








HARDWARE MAN WITH 27 YEARS’ EX- 
PERIENCE with one store seeks position where 
intelligent, faithful service is appreciated. Good 
salesman with thorough knowledge of builders’ 
hardware, locks, levels, nails, stoves and ranges, 
chain link fence, screen wire, hand pumps, tin, 
and general hardware. Address Box D-818, care 
of Harpw ARE Ace, : 239 W. ‘39th St., N. Y. City. 


SALESMAN DESIRES POSITION WITH 
MANUFACTURER calling on hardware and 
automotive jobbers in the state of Indiana. Have 
a broad acquaintance with the lumber, hardware, 
implement and grain retail trade, 15 years’ sales 
experience; 47 years of age and can furnish 
best of references Address Box D-809, care ot 
HARDWARE Acr, 239 Ww. 39th St., N. Y. City. 

SALESMAN WELL ACQUAINTED WITH 
THE hardware trade in New England desires 
counection with well-rated manufacturer selling to 
or through the jobber or direct to the retail trade. 
Age 32, married, best of references. Salary and 
expenses preferred but good commission _ basis 
acceptable. Address—B. C. Sweeney, 441 River- 
side Drive, Lawrence, Mi ass. 


MANAGER-BUYER, EXPERIENCED MER- 
CHANDISER OF hardware, tools, electrical sup- 
plies and housewares, stoves, refrigerators, paints, 
building materials and plumbing supplies. Na- 
tional chain store training in modern merchandis- 
ing and sales promotion, store arrangement and 
display. Age 37. Location no object. Address 
Bex D-822, care of Harpware Ace, 239 W. 
9th St., N. Y. City 








BUYER WHOLESALE HARDWARE: 18 
YEARS in charge of buying with successful 
well-known concern Considering change for 
good reason. Splendid record as producer. Know 
the hardware business. Best of references. Age 
49. If interested in thoroughly experienced buyer 

write. Address Box 1-836, care of Harpwarz 
Acer, 239 W. 39th St., N. Y. City. 

SALESMAN, TWELVE YEARS’ EXPERI- 
ENCE COVERING hardware, building and 
sporting goods trade Southern New York State, 
desires position with manufacturer, or specialty 
man for jobber. Have also covered South and 
Central West, eight years, for bicycle and mo- 
torcycle manufacturer. Single, middle aged. 
References. Address Box D-793, care of Harp- 
ware Ace, 239 W. 39th St. N. Y. City. 


MANUFACTURER'S REPRESENT ATIVE 
DESIRES A LINE for the St. Louis area and 
surrounding territory. Trade covered—hardware, 
drug, furniture, variety jobbers, department stores 
and direct buyers among the better retail dealers. 
Well acquainted with the buyers for premium 
items. Have a car Can furnish A-1_ refer- 
ences. Address Box D-833, care of Harpware 
Ace, 239 W. 39th St., N. Y. City. 














G 
y YOUNG MAN CAPABLE OF 
ASSUMING RESPONSIBILITY; 


29, married, college graduate; 11 years’ general 
office experience; varied background: manage- 
ment, accounting, addressograph, typing; can 
adjust self to your business; references. 


Address > os ate. care of fi anewans AGE 
38th St., N. Y. City 














POSITION WANTED — THOROUGHLY 
EXPERIENCED HARDWARE salesman, spe- 
cializing in future selling, established with the 
better class of trade in Kansas and Missouri. 
Prefer direct factory connection, selling jobbers 
and large retail outlets or establishing any major 
line in this territory. Address Box D-796, care 
of Harpware Ace, 239 W. 39th St. N. Y. 
City 

ACC OUNTANT- BOOKKEEPE R, OFFIC E 
MANAGER WITH 10 years’ experience in the 
wholesale hardware and electrical supply fields 
seeks a connection with a reputable manufactur- 
ing or jobbing organization. Capable of taking 
complete charge, preparing tax returns, financial 
statements, cost records, systematizing. Ad- 
dress Box 1-792, care of Harpware Acz, 239 
W. 39th St., N. Y. City. 


— 

















SIDE LINE SALESMEN 
WANTED 


To salesmen now calling on Hardware, Variety and 
General Stores in small towns and cities, we offer 
a good, staple side line of 10¢ and 25¢ Paints on a 
commission basis. Write advising territory covered 
and lines now carried. 
Address Box D-790, care of pApewans AGE 
239 W. 39th St., N. Y. City 

















WHOLESALE HARDWARE HOUSE COV- 
ERING southern Virginia and northern North 
Carolina wants salesman age 25-35 to sell complete 
line to country retailers. State employment, edu- 
cation, personal history. Resident of this sec- 
tion preferred Address Box D-825, care of 
Harpware Ace, 239 W. 39th St., N. Y. City. 


AVAIL ABLE: SPRING “LINE OF METAL 
porch and lawn chairs, sun tan cots, etc. Also, 
beach chairs and h ks and insulated picnic 
boxes. Exclusive territory. No house accounts. 
Commissions paid promptly. Tell us your main 
line. State territory you cover and how often. 
Address . Walter S. Kraus Company, Wood- 


side, 











postage for remailing. 


Samples of Merchandise. Literature, Catalogs, etc., will not be forwarded unless accompanied by full 





168 


HARDWARE AGE 














GR. 
State 
Gea, i 


SAI 
WAR 
and C 
Refere 
man. 
AGe, 


MA 
DESI) 
builder 


refriger 
Addres 
W. 39 


AGE 
CEME! 
cement 
use. 
stores, 
very a 
particul 
of Hari 


WAN 
retail | 
line of 
and ste 
merit. 
Territor 
Carolina 
Indiana. 
Ace, 2: 


MAN’ 
WANTI 
WARE 
TORIFE: 
QUIRE 
LISHEI 
HARDV 
PLEAS! 
HANDI 
ERED, 
ETC. 
HARDW 
m. wy € 











FEBR 














oon 

















| - — 





who has sold 
ware Stores 


Remuneration 
penses. 


VITA-VAR 





TRADE SALESMAN WANTED 
FOR NEW ENGLAND 
EXCEPTIONAL OPPORTU- 


NITY for experienced salesman 


and be a capable salesman with a 
proven sales record. 

: Salary and ex PAINT SALESMEN 
FOR 2 qualified men with some paint following 
among the jobbers, dealers, mill supply houses, 
lumber yards, industrials, i 


CORPORATION tractive and complete, 


Newark, New Jersey 


Address replies in confidence to 


established with the 
and territory covered 


Paint Stores, Hard- 
and Lumber Yards. 


specialty items Side 
fidences respected 








GRASS SEED 


State full particulars. 
Co., 115 Broad St., N. 


SALESMAN TO 
WARE and sporting 


and Connecticut Sa 


References required. 
man. Address Box 
Ace, 239 W. 39th 


BERS. SEVERAL 


MANUFACTURER'S 
TO SELL ESTABLISHED : : 
brushes, liberal commission basis. Must be wel? | bearing revolving bins with scales 
trade. 

Address Box D-831, care operated—-$75. Address—-Glossnet Brothers, Lock 
of Harpware Ace, 239 W. 39th St., N. Y. City. Haven, Penna. 


The Chemical Products 
Street, Baltimore, Maryland. 


line 


| MANUFACTURER'S 
SALESMAN WANTED WANTED TO SELL 
Address—Radwaner Seed OF PROVEN QUALITY TO DEPARTMENT ~ a 
Y. City. STORES, HARDWARE AND FLORIST JOB 
BERS. _ SEVERAL NESIRABLE TERRI FOR SALE—POCKET KNIFE PUNCHES 
TORIES OPEN DUE TO EXPANSION PRO and dies of Challenge Cutlery Co., suitable for 


REPRESENTATIVE 


WANTED SALESMAN, 
TORIES, TO sell high-grade 


Company, 1601 Warner 


( 


Address 
pany—-Manufacturers since 


REPRESENTATIVE Epstein, 815 Central St 
GARDEN TOOL LINE 


line quality paint FOR SALE—NAIL RACK WITH 25 ball 
$45. National 


State lines handled | cash register like new, rings up to $99.99, crank 


ALL TERRI- | ——-———— 


paint and varnish 


= remover as side line only. Splendid opportunity . . , > PIXTIIRES > 

The man we want must have a for those contacting paint and hardware dealers DELAY’ —— — pho ig Sato A 
i ip i 1 i SPL all cases, pe an se ‘ 

good acquaintanceship in this field and jobbers. Liberal commission. Address sehen oul bins glass rack, wrapping counters, 


display and cutlery tables. Complete set costs 
$3,000. Will sell for $750 Address— Mazer 


;00D OPENING Brothers, Bourse Building, Philadelphia, Pa. 


etc. The line is at- 
with several fast-selling MERCHANDISE WANTED—I BUY FOR 
men considered. Con cash small or large lots of manufacturers’ close 
The White Com- | outs, jobbers’ surpluses and any discontinued 
1919-Baltimore, Md items in the hardware and harness line. Write 
me what you have to effer. Address Harry J. 


Kansas City, Mo. 


Se eee GRAM. GOOD PROPOSITION FOR THOR making complete line (75 sizes) of pocket knives 


goods stores in Rhode Island OUGH. CAREFUI 
ame proposition for Maine. ae a are : + 
A good, varied line for right | jo CONCERN 


1-817, care of HARDWARE CHINE COMPANY 


St Nw. EF. Giep. 


: A WORKERS WHO WANT 
PERMANENT CONNECTION WITH GROW perfect condition; cost, $109,000; will sell cheap 
210° 


and hobs for complete line of razors—all in 


GENERAL MA. in one Ict. Address—George Schrade, 46 Sey- 
W. MICHIGAN mour Street, Bridgeport, Conn. 





, STREET, MILWAUKEE, WIS. 

MANUFACTURER'S REPRESENTATIVE SALES REPRESENTATIVES WANTED: 
DESIRED TO SELL nationally-known line of MEN ALREADY covering ‘territory with non- FOR SALE—GOOD HARDWARE BUSI- 
builders’ hardware on commission basis. Must conflicting lines calling on wholesale and major NESS i i. st pa town in “The Valley of The 
be well established with the trade. State lines retail hardware dealers for highly competitive Ss ne "A tee na. 4 Established 40 years good 
handled, and territory covered Address Box quality line of grinding wheels and sharpening pro ‘ eet = en “$10,000 fixtures about 
D-826, care of Harpware Acer, 239 W. 39th St., | stones as side line on commission basis. States $3,000 oo can noet favorable lease on build- 
N. Y. City. east of Mississippi River except New York Met- ing Cash talks : Good reason for selling. Ad. 

- - ropolitan District and Memphis. Colorado, Utah, wae Box D-795, care of Harpware Ace, 239 

MANUFACTURER WANTS TO MARKET | Wyoming and Montana also open. Liberal com- | we 30th St., N. Y. City. 


A complete line of 


Desires commission salesmen in all territories in 
U. S. calling on hardware, plumbing supply and 
refrigerator supply jobbers. Exclusive territory. 
Address Box D-820, care of Harpware Ace, 239 ——————————— 
Ww. Oh &.,. B. F. 


AGENTS WANT 
CEMENT—a really 
cement for gencral 


use. Sells in hardware, paint, drug, general 


stores, etc Packed 


brass replacement fittings 


St., Chicago, Illinois. 





City. 


missions payable semi-monthly if desired. Ad- 
ditional commission on 
accounts. Address—-Goodrich, 


initial 


orders from new | _ _ , - 
1500 W. Madison 


FOR SALE AN _ UP-TO-DATE hardware 
—————— store in central Pennsylvania, all new fixtures, 
in the main business section of a_ town of 








outstanding quick-drying 


_ . . —e 10,000 with a large drawing population. Twelve 
ED-—GILCO WONDER ficcounts Wanted | large manufacturing plants and a good farming 


section. Store with a large two-story warehouse 





household, office and shop 


adjoining. Inventory about $15,000. Will rent 





1 dozen-—-2 ounce tubes in 


or sell the building. Address Box D-823, care 


yy . 7 0 yaRE Ace, 239 W. 39th St., N. Y. City. 
ay container. Inelude all ACCOUNTS WANTED 5 Mesewann Son . ? 


very attractive displz 


particulars in reply. : Address Box D 827, care Salesman with more than 30 years’ experience sell- - 
of Harpware Acer, 239 W. 39th St., N. Y. City. ing hardware, tools and allied lines to wholesalers, 
_ retailers and mill supply distributors in the Metro- FOR SALE-—ESTABLISHED, PAYING 
WANTED: SALESMEN TO SELL TO politan New York ares seeks one or two non-con- AND up-to-date hardware, paint and house: 


retail hardware and 


line of competitive summer furniture both wood 


general stores a complete 





flicting lines for that territory. References available. 


furnishing store in Central Pennsylvania. Town 





Address Box 0-835, care of HARDWARE AGE, about 4,000 with large surrounding farming 
and steel, also exceptional promotional items of | 239 W. 39th St., N. Y. City trade. New fixtures and good, clean stock that 
can he bought reasonably. Owner expects to 


merit. Must have following. Commission only. 


Territories available 
Carolina, Tennessee, 


Indiana. Address Box D-816, care of Harpware 
Ace, 239 W. 39th St., N. Y. City. trade in Pennsylvania, 


MANUFACTURERS’ REPRESENTATIVES 





Virginia, South and North 


retire from business. Address Box D-829, care 





Kentucky, Michigan and MANUFACTURERS’ “REPRESENTATIVE of Harpware Ace, 239 W. 39th St, N. Y, 





WANTED TO SELL BUILDERS’ HARD. | been covering above 
WARE IN FULLY PROTECTED TERRI. | established. Best of references. Personal inter- | NEW, MODERN, STREAMLINED STORE 
Box D-810, care of | IN GROWING, SOUTHERN CALIFORNIA, 


TORIES ON COMMISSION BASIS.  RE- | View preferred. Address 
QUIRE EXPERIENCED MEN WITH ESTAB- | Harpware Ace, 


LISHED FOLLOWING WITH HETAIL | oo ee ; = 
LUMBER ES ay MANUFACTURER'S AGENT WELL ES- | AND ENJOY LIFE. .NEAR THE MOUN. 


HARDWARE AND 
PLEASE REPLY 


HANDLED, TERRI" 
ERED, AGE, NATIONALITY, EXPERIENCE, 


ETC. ADDRESS 
HARDWARE AGE, 
mM. Be CEE: 


STATING LINES NOW 


TABLISHED WITH 
TORY ACTIVELY COV- 


BOX D-821, CARE OF 


239 W. 


Texas, Oklahoma, Arkansas, 
sippi and Memphis, now handling one nationally- | LISHED 20 YEARS. FULL DETAILS UPON 
known line, desires one additional line of repu- REQUEST. ADDRESS BOX D.-828, CARE 


CALLING ON’ THE hardware and mill supply | City. 
Maryland, Delaware, and 
District of Columbia desires a line of tools‘ or 
hardware specialties on commission basis. Have 
territory since 1924—well HARDWARE STORE FOR SALE—$10,000. 


39th St., N. Y. City. | INLAND CITY OF 50,000. WHY SHOVEL 


SNOW? LIVE IN SOUTHERN CALIFORNIA, 


hardware wholesalers in | TAINS AND FISHING IS GOOD. OWNER 


Louisiana, Missis- | WISHES TO RETIRE. BUSINESS ESTAB- 


239 W. 39TH STREET, table manufacture. Address Box D-834, care of | OF HARDWARE AGE, 239 W. 39TH ST., 


| Harpware Ace, 239 W. 


39th 





was ms Bo, Cae. t .. Ye 











The Story of the 


“WANT AD” 


A Business paper’s value as a vehicle for 
“Want Ads” depends upon how widely and 
thoroughly it is read in its field. Every 
classified advertiser in placing his adver- 
tisement in HARDWARE AGE offers spon- 
taneous evidence of his conviction that this 
paper is most widely and thoroughly read 
in the hardware trade. 


Year after year HARDWARE AGE has led its field 
in the volume of classified as well as display adver- 
tising published. 4 Its classified columns have proven 
a valuable aid in bringing together buyer and seller, 
employer and employee. Those who contact the 
hardware trade most closely know, from observation 
and experience, that HARDWARE AGE is most 
widely and thoroughly read by live hardware men. 


-++ HARDWARE AGE - - - 
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Write for de- 
tails about how 
the Hardware 
trade is making 
good profit out 
of Fulton’s mir- 
acle-working 
PLANT FOOD 
tablets contain- 
ing Vitamin B,. 





Fulteo’s ,Plantabbs are we advertised in 


ey wf anes ie : jens’*, ee meen 
Home’. “Christian Science Monitor’. “Holland's” Plantabbs Co 
oo on 
magazines Popular size boxes of 49 W. Biddle St., 








and 
Plantabbs are shipped on beautiful counter display 
easels. Baltimore, Md. 








This widespreed national advertising and action-get- 
ting consumer display in your store will get you quick 
sales and GOOD PROFIT 

Note. Fulton’s Plantabbs are the only PLANT FOOD 
in tablet form for indoor and out< plants and 
flowers containing Vitamin Bi. (Patent Pending.) 


New York Metropolitan Representative : 
C. A. Andrews, 
1041 Bushwick Ave., Brooklyn, N. Y 
_ ~— aes 








J. Hoaby 4 © 
629 W. ‘oth Bt. , Los Angeles, Cal. 














COMBINES IN ONE MACHINE WINTER 
HUMIDIFICATION » SUMMER SPOT COOLING 
Dealers’ territories open. Write at once for 
complete information. Address! 


THE HARRY ALTER CO. 





1728 5. MICHIGAN AVENUE, 
CHICAGO, ILL 
















*"SELL THE 


BEST BUY IN 
SCREEN HANGERS'"' 
GOSSETT 


KEE HANGERS 


By far the easiest, 
quickest way to put 
up or take down 
screens and _ storm 
sash. Write for Free 
Catalog. 


F. D. KEES MANUFACTURING CO. 
Box K-40 Beatrice, Nebraska 
Distributed Thru Hardware Trade 


Genuin° DOMES 2° SILENCE 
SLIDE SILENT - SOFTLY - SMOOTHLY 


SAVE FURNITURE 
& FLOORS-CREATE QUIET 








Ask your Jobber uppiied 


DOMES of SILENCE ing 35 Pearl St., N.Y. C. 
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Mouldek RUBBER GOODS & Speciale 


PLAIN AND MUSHROOM BUMPERS 
RUBBER HEAD NAILS e TOILET SEAT BUMPERS 
CHAIR TIPS @ CRUTCH TIPS @ SUCTION RUBBERS 


SEND FOR CATALOG OF COMPLETE LINE 


IP Co 
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How Much Should A Good 


CAN OPENER Cost? 


HERE'S THE 50c 


You can pay a dollar ° 
or more, but there’s Junior 


JUNIOR—which is Just 
about perfect, at only 
50¢. Nearly 2,000,000 
satisfied users mean the Junior 
brings steady profits for hundreds of ¢ 
dealers. 


EDLUND COMPANY 
BURLINGTON, VT. 








EDLUND CAN OPENERS 





GENUINE AJE' PRODUCTS 





Overhead Conveyors, Conveyor Track, Switches, 
Tackle Block Hoists, Wire Stretchers, Weldless 
Chain, Chain Goods, Door Hangers, Door Track, 
Holders, Latches, Wrought Goods, etc., etc. 








re ] 
>) Landa rd. 
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HARDWARE SPECIALTIES 






Established 1879 


atso HAYING TOOLS anp 
BARN EQUIPMENT 


“Guaranteed to satisfy the user” 








BRANCH HOUSE - COUNCIL BLUFFS, IA 

















YOUR CUSTOMERS PREFER 
NATIONALLY KNOWN 
MANUFACTURERS BRANDS 


No. 800 QUART SIZE 
Low priced without the sacrifice 
of the well known C & L Quality. 


CLAYTON & LAMBERT MFG. CO. 
DETROIT, MICH. 














THE NEY MFG. CO., CANTON, O 









































Now 


You Can KNOW Your 


BuILDERS’ HARDWARE 
Complete from A to IZZARD 


A. H. BROWNELL'S HARDWARE AGE SERIES 


COMPLETE IN ONE VOLUME...A BIG 


$3.00'S WORTH FOR YOU AND YOUR MEN. 


There are about 10 ways a hardware man 


can use HARDWARE AGE’S Builders 
BELONGS Hardware Text Book . .. You can keep it 
in Your FILES in your reference files for immediate, au- 
thoritative information ... you can take 


Ps it home at nights and study its Elemen- 
tary, Intermediate or Advanced Courses 





. +» Or you can give it to that smart, 
young clerk you are training to handle 
Builders’ Hardware to study at home, 
to name three ways to use it. 


A lot of so-called Text Books say they are 
complete, but when you get them you find 
important information missing. Here is a 
Text Book which is complete. It’s written 
by a man who knows his subject backwards, 
forwards and sideways, selling and buying 


Builders’ Hardware, who has the ability to 
tell what to do and what not to do in an in- 
teresting way ... The comparative Charts on 
Finishes; Door Butts, Jambs; Mortise Bit Key Locks and Latches; Trim 
for Mortise Locks; Surface Door Closers and many others are worth the 


price alone. 


When the news got around that we were putting Hardware Age’s “Tak- 
ing the Mystery out of Builders’ Hardware” articles in one fat volume . . . 


orders began coming in steadily for this complete 
study. 

You need at least one copy of this Text Book, 
maybe more. Use the coupon below and have a 
copy where it will do you the most good and make 
you the most money, in your store. It’s attractively 
printed, well illustrated to show to customers, and 
sturdily bound to last for years of heavy usage. 
Your copy is waiting. 


ALL THE REALLY IMPORTANT 
THINGS and MORE, in this VOLUME. 


7 
HARDWARE AGE 
239 West 39th Street, New York, N. Y. 





Gentlemen: Send me ............... copy (ies) of the BUILDERS’ HARDWARE 


(C Attached is my remittance. 
TEXT BOOK et $3 per copy. () Send me invoice with book. 
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A. H. BROWNELL, 
Author 
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READ THIS LIST OF CONTENTS 


250 PAGES 

ELEMENTARY COURSE 

INTERMEDIATE COURSE 

ADVANCED COURSE 

WORKING BLUE PRINT 

9 COMPARATIVE CHARTS AND TABLES 

13 LARGE DETAILED DRAWINGS 

GLOSSARY OF BUILDERS’ HARDWARE TERMS 
60 CHAPTERS 


Here are some of the chapters 


Model Stock 

Butts and Hinges 

Locks 

Window Hardware 

Getting Builders’ Hardware Prospects 

Scheduling, Marking and Servicing 

Hardware Finishes (Comparative Chart) 

Deor Butts (Comparative Chart) 

Jamb—Floor and Checking—Floor Hinges (Com- 
parative Chart) 

Mortise Bit Key Locks and Latches (Compara- 
tive Chart) 

Mortise Cylinder Locks and Latches (Compara- 
tive Chart) 

Trim for Mortise Locks (Comparative Chart) 

Lock Sets 

Schools of Design 

Window Hardware (Comparative Chart) 

Barn Hardware 

Surface Door Closers (Comparative Chart) 

Floor Hinges, Concealed Closers and Thresholds 
(Comparative Chart) 

Door Holders and Stop Devices 

Lavatory Hardware (Comparative Chart) 

Office Building and Apartment Hardware (Sug- 
gested Lists of Locks) 

School House Hardware (Suggested Lists of 
Locks) 

Hotel Hardware (Suggested Lists of Locks) 

Hospital Hardware (Suggested Lists of Locks) 

Federal Specifications 

Sample Rooms 






















J. HAROLD DUMBELL, 





Hardware Assoc., says: 


book to have.” 





Exec. Sec., National Contract 


“Personally I am looking 
forward to securing for 
my files a bound copy of 
the complete course 
when it is finished. 
It will be a handy 





HARDWARE AGE 
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... that’s why more dealers are switching to 


t Dra-laR PINTS 


BETTER PAINT JOBS 


e Vita-Var quality —the standard since 1888 — produces better 
paint jobs 
e That’s why painters and home-owners everywhere useVita-Var 


BETTER BUSINESS FOR DEALERS 


e More Sales—More Profits—with Vita-Var QUALITY 


e Vita-Var meets Competition with Modern Merchandising 
Program 








peg, V/7A-VAR CORPORATION 


PAINT ENGINEERS SINCE 1888 » NEWARK » NEW JERSEY + U.S.A. 








See What 

Cross-Rolling Does... 
SSS Steel rolled one 
[S=S= way splits more 

easily. 
3 ate Steel rolled two 
z tis ways resists 

vm splitting. 











INGERSOLL 


SHOVELS - SPADES - SCOOPS 
“THE BORG-WARNER LINE” 
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